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Rough Proofs 


The copy-testers might investi- 
gate the results of the Evanston gar- 
dener’s two protective signs. One 
reads, “KEEP OFF,” and the other, 
“Please keep off.” 


' 7? 


The AAA has withdrawn restric- 
tions on 1935 wheat production. 
Looks as if Mother Nature saw their 
raise and raised them right back. 


7 Tv FT 


When Canadian hockey gets really 
steamed up to the possibilities of 
Stanley Cup competition, the fans go 
ga-ga and the advertisers go hockey. 


vv¥#eegy 


The postmaster of Washington, 
D. C., is using jingles in a big way 
to promote mail business. This 
might explain the mystery of the 
whereabouts of Sunny Jim, ex-Force. 


vv¥$ey 


Sunny Jim Farley is still in the 
Post Office Department at Washing- 
ton, of course, but it’s a cinch he 
isn’t spending much time writing 
jingles. 

vvy 


The FACA hints that maybe all 
advertising of alcoholic liquors will 
be barred if the boys don’t behave. 
This would be a great break for the 
bootleggers. 

, FF F 


The stylish stouts who buy those 
foundation garments modeled by 
girls with perfect figures are merely 
demonstrating that hope springs 
eternal in the human breast. 


vv¥segy 


National advertisers seem to be 
dividing their attention at present 
between movie stars and circus ani- 
mals. The trend is supposed to be 
flattering to at least one of these 
groups. 

vvy 


The nice thing about the Copeland 
bill is that even if it doesn’t get en- 
acted into law at this session, the 
senator from New York will have 
received some very good publicity, 
including pictures. 


7, FF 


Only fifty agencies solicited the 
$450,000 cooperative campaign to be 
sponsored by the Western railways. 
Where were the rest of the boys? 


a a 


The remarkable thing about that 
railway campaign was that after lis- 
tening to 50 agency spell-binders, 
the traffic experts still were not too 
dizzy to sign a contract. 


7 VF 


Mercury, represented by a hand- 
some young Detroiter, was photo- 
graphed for use as the florists’ em- 
blem of telegraph service. He ap- 
peared to be qualified to break the 
record, even without wings on his 
feet. 

— eS 


Sohio is to feature baseball broad- 
casts from the Cleveland ball park 
this season. Looks as if Walter 
Johnson will have to win that old 
pennant to give Sohio its money’s 
worth. 

, 7 


They are running Mae West’s pic- 
ture on the covers of the movie mag- 
azines again. The answer to her 
query, “How’m I doin’?” still seems 
to be: “Swell.” 

Copy Cus. 


CHANGED ‘QUINTS’ Seminole Paper Contest Is 
Affected by Hupp Warfare 


STATUS IMPAIRS 
ADMEN’S CHANCES 


Makes Endorsements Still 
Harder to Get 


New York, April 4.—More than a 
few American advertisers were dis- 
appointed to learn this week that 
the Dionne quintuplets’ change of 
status from farmer’s daughters to 
wards of the King of England is not 
making it one bit easier to get their 
endorsement. 

The many allusions to the riches 
American advertisers were eager to 
exchange for testimonials made by 
members of the Ontario legislature 
who supported the bill to place the 
children under the guardianship of 
the state were intended, it now 
seems, to soothe the Dionne parents, 
who have been prevented from tap- 
ping their heaven-sent bonanza 
themselves. 

Authority to give testimonials now 
rests with three special guardians, 
Dr. Allan Dafoe, the country general 
practitioner who greeted the quin- 
tuplets on their arrival; David Croll, 
Minister of Welfare of Ontario, and 
Ovila Dionne, the male parent. 

Since Minister Croll sees eye to 
eye with Dr. Dafoe on questions of 
advertising cooperation, the doctor’s 
original dicta that only those prod- 
ucts which were actually used and 
found satisfactory would be con- 
sidered for endorsement still stands. 
The provincial government has ap- 

(Continued on Page 31, Col. 2) 


Nevada Governor 
Vetoes Dangerous 


Trade Mark Bill 


Carson City, Nev., April 4.—Stop- 
ping what appeared likely to become 
a dangerous precedent in state trade 
mark legislation, Governor Richard 
Kirman yesterday vetoed Assembly 
Bill 119, which would have made 
mandatory the state registration of 
trade marks, symbols, etc., within 
six months after passage of the act. 

If the registration was not made 
the “said trade mark, symbol, name, 
emblem, designation or form of ad- 
vertisement shall be deemed public 
property within the borders of this 
state.” The bill required a regis- 
tration fee of $10 and publication of 
the trade mark once a week for 
four consecutive weeks in a daily 
newspaper. 

Bills almost identical in wording 
have been introduced into the legis- 
latures of Maryland and New York 
and are scheduled for introduction 
in other states. 


West Issues Statement - 


Approving the governor’s decision, 
Paul B. West, managing director of 
the Association of National Adver- 
tisers, Inc., New York, which organ- 
ized opposition to the bill, said there 
was no selfishness or desire to pro- 
tect advertising for advertising’s 
sake in opposing such legislation on 
the part of the group he repre- 
sented. 

“A trade mark built up over many 
years and at the expenditure of a 
large amount of money is to be re- 

(Continued on Page 31, Col. 1) 


HEART ATTACK FATAL 


Wood F. Axton 


WOOD F. AXTON, 
TOBACCO TYCOON, 
TAKEN BY DEATR 


Louisville, Ky., April 4—Wood F. 
Axton, president of Axton Fisher 
Tobacco Company, one of the coun- 
try’s largest tobacco organizations, 
died shortly before noon today at 
his home at Skylight, Ky., where he 
had been ill of heart trouble for 
more than a month. Mr. Axton, who 
was 62 years of age, was stricken 
shortly after returning from a Euro- 
pean trip early this year. 

Born in a tobacco growing dis- 
trict, Wood Axton knew a little 
about leaf tobacco, but his entry 
into the tobacco business was the 
result of a $60 loan to a man who 
was unable to pay off and offered 
Axton some tobacco handling ma- 
chinery in lieu of the loan. On be- 
coming owner of the machinery the 
budding manufacturer borrowed 


$100, quit his job as a traveling 
salesman for a grocery wholesaler, 
and started manufacturing a granu- 
lated leaf smoking tobacco, known 
as “Old Hillside.” 

In association with George Fisher, 
he formed the Axton Fisher Tobacco 
Company in 1899. Their first cigar- 
ette venture was with Clown, the 
first “union-made” cigarette, intro- 
duced with little success, in 1923-24. 


Introduces Spud 


About ten years ago he brought 
out Spud cigarettes, the first men- 
thol-cooled smoke. A young college 
student developed the thought of 
menthol-cooled cigarettes, and con- 
tracted with Mr. Axton to produce 
them for him. The business grew 
so rapidly that Mr. Axton bought 
all rights to the brand, and started 
really pushing it himself. In 1928 
he started advertising Spud nation- 
ally. 

About three years ago he electri- 
fied the country when he brought 
out his Twenty Grand, as a ten-cent 
cigarette, on which the federal tax 
was 6 cents, leaving but four cents 
a package for manufacturing, dis- 
tributing, raw material, etc. It was 
a mass production plan, but one 
which increased volume for the com- 
pany in leaps and bounds. 

He later brought out a special 
type of cigarette, known as Head 
Play, a package which contained 
five cigarettes, but which if cut at 
marked intervals on the package, 
produced the equivalent of 20 cigar- 
ettes, which under existing Federal 
revenue laws as well as state cigar- 
ette tax laws, could be sold at 
around eight cents per package. 
However, the government inter- 
fered and the idea was dropped. 


Pay Was $10,000 


Some eighteen months ago at the 
opening of a large addition to his 
plant he arranged a dinner for em- 
ployes and stockholders. One of his 
directors at this affair in a short 
talk told the stockholders that at 
the annual meeting he proposed to 
offer a resolution calling on the di- 
rectors to increase the pay of the 
company president, contending that 
it was a joke to have a man of Mr. 
Axton’s ability and capacity, on the 
payroll at a mere $10,000 a year, 

(Continued on Page 32, Col. 4) 


Last Minute News Flashes 


I. H. C. Appoints Aubrey, Moore & Wallace 


Chicago, 


April 5.—JInternational Harvester Company of America 


has placed advertising of its full line of motor trucks, agricultural equip- 
ment, etc., with Aubrey, Moore & Wallace, Chicago. Most of the com- 
pany’s advertising has been placed direct for some time. 


Frank Comrie, Former Agency Head, Dies 
Chicago, April 5.—Frank McIntyre Comrie, head of the Frank M. 
Comrie Company, Chicago advertising agency, until his retirement two 
years ago, died yesterday at the home of his daughter, Mrs. Victor Olson, 


in Evanston, Chicago suburb, as the result of a paralytic stroke. 


was 64 years old. 


He 


Brooke, Smith & French Open New York Office 


Detroit, April 5.—Willard S. French, president of Brooke, Smith & 
French, Inc., today announced the opening of a New York office located 


at 247 Park Ave. 


Carleton C. Provost, widely known in New York adver- 


tising circles and formerly a member of Cutajar & Provost, Inc., will be 
in charge of a complete service organization to be maintained there. 


Stockholder Assails Gift of 
Cars to Toilet Tissue 
Manufacturer 


Chicago, April 4.—The value of 
advertising given Hupp Motor Car 
Corporation by Seminole Paper Cor- 
poration, Chicago, in a contest con- 
ducted by the latter, is one of the 
moot points in the present court 
contest between a large stockholder 
and the management. The issue will 
be clarified April 9, when the fed- 
eral court in Detroit will hear testi- 
mony in the case. In the meanwhile, 
a temporary injunction is in effect. 

The petition filed by J. Walter 
Drake against Hupp Motor Car Cor- 
poration, Archie M. Andrews, chair- 
man of the board, and five directors, 
alleges that Hupp gave Seminole 30 
free Hupmobiles to be used as prizes 
in its recent contest and is plan- 
ning to give 100 cars to be featured 
as prizes in a second contest. The 
petition charges that this contract is 
“wasteful and of no value.” 

Harry B. Weil, vice-president and 
general sales manager of Seminole 
Paper Corporation, pointed ouf, on 
the other hand, that 2,500,000 entries 
were received in the first contest 
and that even a larger number is 
expected in the second, because of 
the 100 cars to be given away. Each 
entry carried a label from Seminole 
bathroom tissue. 


Advertising in Preparation 


Mr. Weil said that advertising for 
the second contest is already in 
preparation. If necessary, he indi- 
cated, Seminole Paper Corporation 
will file suit to force Hupp Motor 
Car Corporation to fulfill its con- 
tract. 

Hupmobile developed an ingenious 
plan by which it expected to cash 
in on the wide interest aroused by 
its first contest. The company pro- 
vided clerks in grocery stores with 
books of coupons, the cover of which 
carried this announcement: “This 
book can be worth $60 to you if you 
do your part, provided you are em- 
ployed by a store participating in 
the Seminole-Hupmobile contest.” 

The inside front cover elaborated 
in these words: “Distribute these 12 
invitations to your best customers, 
who are interested in the Seminole- 
Hupmobile contest. Urge them to 
accept the dealer’s invitation for a 
demonstration. Should the demon- 
stration lead to the sale of a new 
Hupmobile te one of your customers, 
you will receive a $5 cash commis- 
sion from us for starting the ‘Hupp- 
a-rolling.’ Be sure the nearest deal- 
er’s name is on every invitation you 
distribute, also your own name and 
address as the introducer.” 

The inside back cover of the book 
of 12 coupons carried this offer: 

“When the invitations in this book 
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have all been distributed and the 
customers’ names filled in on the 
stubs, please mail the stubs to us, 
and we will send you another book 
of invitations. If yoy will send us, 
along with the stubs, the sum of 25 
cents to cover the cost of packing, 
handling and mailing, we will send 
you free a Glolite midget flameless 
cigarette lighter of the type adver- 
tised in this contest. Hupp Motor 
Car Corporation, Detroit.” 

An officer of the Association of 
Hupp Distributors, formed in Chi- 
cago this week, said the contest was 
a failure as far as selling Hupmo- 
biles was concerned. 


The distributors organized to take 
a hand in the court fight, although 
it is asserted that they were merely 
carrying out preconceived plans. Dis- 
tributors have long felt that they 
needed an association to pass sell- 
ing ideas along to the factory in an 
organized form. S. L. Davis, Chi- 
cago distributor, is head of the new 
association. 


Seminole Paper Corporation also 
has been criticised severely in some 
sections of the grocery press for the 
chain store tie-up which appeared in 
at least one advertisement of the 
first contest. A line at the bottom 
of this piece of copy stated that 
Seminole toilet tissue could be 
bought in any store of the Great 
Atlantic & Pacific Tea Company. 


Independents take the viewpoint 
that this gives an unfair advantage 
to the A. & P. The agency which 
handles the Seminole account also 
places A. & P. advertising. 


Hupp Locks Out 


Company Executives! 

Detroit, Mich., April 5.—When 
office executives of the Hupp Motor 
Car Company reached their offices 
last Monday, they were locked out. 
Notices were posted stating that 
their services would no longer be 
required. 

Later a number were returned to 
duty after signing agreements to 
support the present management, 
headed by Archie Andrews. Others 
have remained out, awaiting court 
developments in the _ stockholders’ 
battle now raging. 

In the meantime, according to all 
indications, Hupp is without the 
services of its advertising and sales 
executives. 


Three Name Frankel-Rose 


Frankel-Rose Company, Chicago, 
has been appointed to handle adver- 
tising of Murray and Nickell Mfg. 
Company, Chicago, maker of Mortex, 
mothproofing spray; J. C. Paul & 
Co., Chicago, makers of Burnishine 
metal polishes and cleaners; and 
Stretch-A-Way Company, Chicago, 
maker of reducing apparatus. 


“Daily Province” 
Opens Kitchen 


A modern kitchen and household 
service department was opened to 
the public by the Vancouver, B. C., 
Daily Province March 28. Special 
display cabinets have been provided 
for use by advertisers of food prod- 
ucts and household supplies. Dem- 
onstrations will be conducted. 

The kitchen was equipped by the 
Canadian General Electric Company. 
It is believed to be the first installa- 
tion of its kind in Canada by a news- 
paper within its own premises. 


— 


“Kansan” Installs 
Electric Kitchen 


A modern electric kitchen has been 
installed in the exhibition hall of 
the Kansas City Kansan plant for 
the display of electric household 
appliances, the showing of new 
food products, and the establishment 
of a weekly cooking school. 

Cooperating with the Kansan in 
planning activities for the kitchen 
are the local Electrical Dealers Asso- 
ciation, the Kansas Service Grocers, 
Inc., and the Kansas City, Kans., 
Board of Public Utilities. 


Opens Agency 
Harry F. O’Mealia, of the O’Mealia 
Outdoor Advertising Company, has 
organized the Omaco Advertising 
Agency, 2852 Hudson Blvd., Jersey 
City, N. J. 


1. 2,000,000 Consumers 

2. High Standard of 
Living 

3. Unexcelled Trans- 
portation 

4. Diversified Industry 
and Agriculture 

5. Indianapolis — the 
Economic Nerve- 
Center 


6. A Unified, Compact 
Market 

7. One Avenue of Ap- 
proach 


8. The News Does the 
Job—ALONE 


No. 1 of eight reasons why the 
Indianapolis Radius offers uncom- 
monly advantageous sale op portuni- 
ties. 


2,000,000 Consumers 


Comprising the major city of Indianapolis and the rich 
70-mile Radius it directly influences, this compact market 
has more population than any one of twenty-six entire 
states. In its thriving towns and cities, and on its fertile 
farms, live nearly 2,000,000 prosperous, intelligent, in- 
dustrious consumers. Their buying power is far above 


average. 


Equally as important as the splendid sales potentialities 
of this market, is the fact that it can be sold through one 
newspaper, The Indianapolis News. 
145,000 circulation, concentrated in the better class 
homes, is the largest ever attained by a daily newspaper 


in Indiana. 


Its more than 


The Indianapolis News 


pel THE INDIANAPOLIS RADIUS 


NEW YORK: Dan A. Carroll, 110 East 42nd Street 


CHICAGO: J. E. Lutz, 180 North Michigan Ave. 


“CLEENIE'S" DUTIES ENLARGED FOR 1935 


AC SPARK PLUG 
PUTS “CLEENIE” 
BACK TO WORK 


Jovial ‘‘Plug’’ Is Given Major 
Promotion Role 


Flint, Mich., April 4.—Retaining 
“Cleenie,” the “smiling plug,” as its 
ace salesman, AC Spark Plug Com- 
pany this week released the initial 
advertisement of its 1935 campaign 
which has been designed specifically 
to corral the greatest possible per- 
centage of the huge replacement 
market. 

The company’s decision to con- 
tinue the comic theme developed and 
introduced last year under the di- 
rection of Campbell-Ewald Company, 
was reached as a result of the un- 
precedented sales volume established 
by the dealer organization during 
the campaign. : 

Accordingly, the “plug’s” role will 
again be one of major importance. 
This year he will serve as the me- 
dium through which the company 
will endeavor to popularize its new 
slogan, “Spark Plugs Need Cleaning 
Too!” Although the bathtub has 
been eliminated in the new role, the 
facial characteristics of ‘Cleenie’”’ 
have been retained so that he is 
readily identified. 


Many Papers on List 


Getting under way in the April 6 

issue of The Saturday Evening Post, 
the company employs a full page 
in black and white to subtly intro- 
duce its new slogan and explain its 
significance. Predominant, and run- 
ning the full length of the page in 
white, is the outline form of a spark 
plug which makes up the copy block. 
The pictorial background is made up 
of eight different scenes illustrating 
other forms of “cleaning.” The com- 
pany’s slogan and a cartoon of the 
“plug” appear in a band at the top 
of the advertisement. 
The full pages in all mediums will 
be interspersed with quarter-page 
copy in which “Cleenie” will play 
his major role. Half of each inser- 
tion will be devoted to a cartoon 
illustration of an individual engaged 
in one of the many processes of 
“cleaning” and suddenly being inter- 
rupted by “Cleenie,” who in each 
case announces, “Spark plugs need 
cleaning, too!” 

Besides the Post, full pages are 
appearing this week in Maclean’s, 
Family Herald & Weekly Star and 
Free Press Prairie Farmer in Can- 
ada and in U. S. papers including 
Capper’s Farmer, Country Gentle- 
man, Successful Farming and South- 
ern Agriculturist. Beginning the 
second week in April the full and 
quarter-page schedule will also ap- 
pear in Collier’s. The monthlies, 
American Magazine, Popular Me- 
chanics and Popular Science Monthly 
will carry a continuous schedule to 
start in May and run through No- 
vember. 

An extensive, coast-to-coast out- 


door campaign has also been planned 


Earl McGinnis, advertising manager of 
can't help smiling as he examines a photograph of the first of AC's 
1935 poster panels. 


SPARK PLUGS 
NEED CLEANING 
TOO! 


AC Spark Plug Company, 


for 386 cities in the United States 
and Canada. The displays will re- 
peat the national magazine theme 
and will appear on two full-month 
schedules, the first beginning April 
15, and the second beginning Aug. 
15. 

In support of the magazine and 
outdoor efforts, the company has 
also arranged a comprehensive radio 
schedule consisting of dramatic one- 
minute announcements over 73 sta- 
tions in the United States and Can- 
ada. The nights will be scheduled, 
so that some AC radio advertising 
will be heard on the air virtually 
every evening during the spring and 
fall. Broadcasts will run twice each 
week for 13 weeks starting the week 
of April 1, and again for 13 weeks 
starting the week of Aug. 18. 

To enable the dealer to success- 
fully tie in with the campaign, the 
company has gone to greater length 
than ever before to make the sales 
drive interesting and “worth the ef- 
fort.” 

Many Dealer Helps 


To qualify, the dealer must have 
only the AC spark plug cleaning 
machine which entitles him to be 
registered by his jobber’s salesman. 
After he is registered he is supplied, 
without cost, with a complete dealer- 
help kit consisting of a metal reg- 
istered cleaning station sign which 
is featured in all advertising and 
which identifies the dealer with the 
national advertising; a metal “Spark 
Plugs Cleaned—5c” sign; window 
and wall posters; a miniature re- 
production of the first 1935 outdoor 
board for flash display; calendars, 
which are sent monthly; a selling 
handbook incorporating successful 
sales approaches; an organ called 
“Plug Doctor News” incorporating 
practical sales ideas at intervals 
throughout the year; a_ portable 
cleaner display to make a separate 
department of the cleaning service; 
a metal thermometer for advertising 
display, and “Cleenie,” a souvenir 
in white rubber of the “plug-in-the- 
tub,” on wheels, which the company 
hopes will become as popular as the 
miniature rubber models of the Air- 
flow DeSotos circulated last year. 
The souvenir will be sold through 
the dealers. 

To round out the drive, the com- 
pany is also endeavoring to enlist 
the enthusiasm and interest of the 
wholesaler’s salesmen through “The 
Great 1935 AC Steeplechase Prize 
Award Campaign.” Registering the 
dealer and the sale of each of the 
five basic items necessary for par- 
ticipation in the drive, nets the sales- 
man from five to 25 points which 
may be converted into any one of 
several hundred valuable prizes. 

D. P. Brother & Co., Detroit, is the 
agency in charge. 


Urges Safety 
First Program 


When a new car is sold, the sales- 
man should take the buyer and his 
family out for instruction not only 
to show how the car performs, but 
also the rules of traffic, Robert C. 
Graham, executive vice-president of 
the Graham Paige Motors Corpora- 
tion, has declared in a new bulletin 
to all Graham distributors and deal- 
ers. 
Mr. Graham has asked all Graham 
dealers and employes to cooperate 
in a comprehensive safety first pro- 
gram. 


te i ay, ‘ ing Ty UP : ree Ve ge Wa aoe pee a bie £4 Bi yes E ors ae oe ee se : +45 ; ne. eee Trae ale Ae wey hee ie ‘ 
: i ‘“ 2, c t . a. Spt = 
e ‘ “ . ° 
' LLLP LLL LLL oe - ——— —_—-—- - a ———S $$ 
: | 
a a | i ) rae = : 
| ba? 4 c 
_ | . i . 
| i ae ies 
oa. aa = 
a . ae. , 
Ta Xe ws 
—_ fT . anY (GTN q 
| ; ; % ” y MONS Stanon, ‘ 
| Lae - . 
i. Wa Ties 1 Wal ay 
|| ag og ‘ 2 es. 7 a} ieee Abe : aay 
ial a q me a ; 
: ee. ee ; @ “a ee ets seas _ 
ae ie ee eo Sees. 
Me. Wen ; - OBE ais — 
. .. fons he, + oe, . . 4 R.. § 
gen | ; . ‘ eo @ 
Mr eE Sy set Be, -*>. 3 4 Sf mt RS 
Ea caks OS Se . : P 3 
Spas he ot Ee May age ie mt : . mo t 
eee te “Sy : ak 
Car cae 
te rye 
Se Katy 
7 ie ee: 
= apie 
Nee a een ee a Scena 
et es.) | ———<————— ———_—— —————— 
spre } 
2 Spee nto: 
oe es | 
re et | 
7 see | 
Vian bag | 
ns ae | 
ee 
A eee 
aaa 
a eae 
Ree 
evi Sas 
Ape 
oe eae 
Wang ie: 
Ee | | | 
pee ee EEE 
oe = 
vibe ot. 1 7 oe ~ . | 
Loeliier es ; - 
: 4 2 ‘ - pt tees RAR th Sen Poe <P) ae) * ‘- i ote eee 4 ise ae ae i 
. PRESSE FF LP SOR oe a eee Oe lee BN ps es ee ot 
- Sm - — Peds (Sole eet a ae sees ll Fe Wer eee — 
SOE FE eT ray: a tee peat aa, Ba, an tas wate a ed = Be ere “Tae € “ nee 
es, Te eed Samia eOerae So) tara ee ee “a Se bee ee et ee ee 
: = p *s i oi ies Bee” i ak ae” toned oS aed A SE eae ne ey 
iw = sesh ama ~ re as , ee Os, 4 a Ro Fe 
— PO lyn gg RR ie Rae tae Se ae as , ssa Fnac Nia ar 
~ 2 eee eee al A sj 4 i oh eds ‘ Ret ae 
ee ra 4 boar 4 a 
: mip eda _ 3 ~ i be ee 
| erie: “Senn PS - m4 ie : : 
(et Sig ao we Bere m . see « pale x eee ‘ 
Takes tn ho.) a vies, 5 ee a = Se 34 F i tae Pe sie Nek: ts 
oe de dan orig 5 am ‘ee a Rees A ¥ . i fen Ve ee bas * a 3 c 3 = 
ibe Tera . 7, Sa see AS. as Pees. mers ye o ae Tete 
got oe es ee a ef sila es gee 
, adit: " a mn poailae as =. nay 7 : ? | 
: eA ‘’ at > es ; pees - aes, . Aid | 
eos are eens - a. x : pied ee a oe ‘ Saleen. é 
pees aay ee a er tens as NE 5d ee : ae _— 
pt ee a abate bo I tes io We ee i Ne lt My: . ow 
et OU ig ee, OH By RS Raia ere Anam Maas 2) 0 a a a Re Pl 
ees ae ‘ el i : ee EN cebe sh Rs lent CO or Fe ee eee oe em ea 
oi eae [a Eo Se en se ee, So ge ee ee Sea s.r oe eeruea. ae 
aa ty: » Te oe a a ee a OR oe eS eee i Mm les 
ae es 7 ee 2 et ORG SNe dF oe Cee ee a i a | 
z 1+ 4 Dee? Ee ee ee ; Ye Dee es ee, ee ‘ 
‘ mn > aes Whig eae feo Bw) eee. ie | ‘ 
acd Ms ste i Lee BPE Gates | 
oe 5 A . ; : oy ae os 5 ee ae i ” reg oh : fs = 
hse dont ee 7 a eee te Me _— L | 
aii % = 1. ; a. De ee es . 
Sa con . % a ie be rok oy eee te i pian A 
Teeoiice r ” oe ‘2 eee a ee rg ena 
‘ is ae pyre ee if Peat SS Peo 
: es Lf ; ayia / ‘ ag . ie ae pene: - 24 
Fa 7 ee A ey eka <i Concer fee 
ore e ps ‘g rhe " ee” ee eee 
Te . Ok Se AM ah a, ee 
- by sy here ae poe oe F 
" . } mae ay ee : 
ake Ve ‘ " A \ee . MN ik ev eee 
rales haa : ’ i EE ay 3 
sage " * oe oe) ae ; on ee | 
els bs 4 y ‘ iP a ieee i ! 
are se eet ps fF 4 os 
: ie a Me 4 
Pe ee _ bow 5 Rio oa ; 
et ey, = issn 
bE ag bs ” * j , 4 
ee j i - oF | 
-* . 4 
ae <a pit ‘ hay \ 
ea ; 5 " ae Be al So Sg Se ees ya : | iS q 
< J j ® 
pos Liatee) | 
7 7 a | 
BP | 
' 
iS 
is 
FP Oy Son eas 
she 50 wa 
ele tie 
3S 5 
Ge ke i 
a ie 
i artical ets 
mead 
per | 
Ogata i 
ei ese i 
i] 
\ 
7 
i 
ee ) 
Ne a See mM ame nop ek dpe CU ct Noreen eg Ceres ge Wh eee aL ad ere © ae "URI Sexe ERD © Nena eran ieee Se erg | Le a PM na fre Te gh ee Pa NL etre ON, Uo Rn meagre Aad had eo 
A Rie ee ry a tao needa Ce ae eae a Oe eee mae Fane ‘Se sgl = eS ea ove ae ee ohn eae ea a akeras tc g a eae ch en ee ee ee ei eee ee ae eS ne Medes cree gitec (My Te 
fit oh Sec ai OME ei sk gaa tO eR a ce i at le ce oe ee de FA) og eee eee i os 
uf ce ot eee * User ayy 12, q x fits path Weber ey Snes tea ee Be x ays eae 3 : aed eae Ea eh geo WES ei ARG Pi Ts A ee eke eae ea: Sh eae Fie ee here Sar Tia ats Wilh bio. ae eee eae Je i mee . * uf <a ot ates gissicealn testole Mob ene coe 
a aE kee ee ut tag or ak Steck, eee me See ee te 7S, 0: A Mi ch hee GRAS oie RM) * 5 li lle ee ea ea eee coee SANA Toe SAE RS TSE VS AS" ok ian iy =~ ieee Teen Meee MEER WINES Wied yey O20” <= Ra aE a ie gil st Ps Snapper ee CTE SSO cel ged oe ea Sie a yay a 
bo SR ee” Ree reenter ee Saas Seni deine Star oa eee; ete ee Oe ae cs 9 SR ecg See Re Ii a ea a a ens | Ege MRM Spee Me Cre ats ced ye Ooh eRe PEON Tae At, 2 Rw ey one) yo tse | © een epee weird as 0% emi 


) April 6, 1935 ADVERTISING AGE 3 


janteee CBS 
even 
“et Buffalo ..............NBC 
eae Cleveland ............NBC 
bias | SESE 
bat Pat Fort Worth...........NBC 
DEUS Denver ..............CBS 
bse baal ee 
L eesea Hot Springs ..........NBC 
erey Houston .............NBC 
badcet Indianapolis ..........CBS 
Picks Kansas City...........NBC 
as ok Los Angeles .........NBC 
eesel Louisville ............CBS 
ae Fs, eee 
>» (MM 0 QM 0 NO ee —*~«<“Ct;é‘«<aNE. ws Milwaukee ........... NBC 
eh eue Nashville ............NBC 
ewan New Orleans..........NBC 
sities 6 Norfolk ............ cae 
viphles {Portland jks ead NBC 
| phe oid Providence ........... CBS 
Be a Ween gee ee i ee 3 ey NBC 
ee ESTEE VP , 208 See Salt Lake City ........ 
Do you want to make a bid for sales in vulmer- = 2 2 ~——~-WOAAl....... San Antonio.......... NBC 
able markets? These stations offer quick tricks SU Seattle Celik pls NBC 
in slam en i Shreveport .......... NBC 
site gy Rha OL wel lipawiiiocnlt aa 7 Spokane bs 4d CaCO NBC 
Do you want to siton the rightsideofthedealer? Be 
. .....Springfield.......... CBS 
| Here are trumps—high ones, =... Pies oo esses ..CBS 
ay hie eer 
Do you have some markets that only a grand EM ss Cm 
slam will pull out of the hole? These radio ALSO 
stations stack the deck in your favor. THE YANKEE NETWORK 
THE TEXAS QUALITY NETWORK 
; THE NORTHWEST TRIANGLE 
For these stations are aces — easy. In their 
P *Indicates stations located in same city under 
respective markets they’re top cards. And sales same management. 
are their long suit—they double and redouble. Rapiiesdistelahieieastiiea ite, tienen 
' EDWARD PETRY & COMPANY 
INCORPORATED 


NEW YORE ° DETROIT 


SC Aalst EERE ANNE SR RNR 


7 e .. 
. enn nnn nnn . 
e we a ease eee 
yay 4 ay erie fey af: AS ate Pas 
4 *, - ‘ ¢ PY < aw! eS 
. ‘eae <2 30 2 ee 6,% xt 
* vy , RF th ae vw Ses - r~ a 
« * > > , Aa ™ a, + 
+ wa . 2 i ed oc ' ee agty na fe 
- 2 * 4m te 4 a0 ” KATY ee aa 
+ ~~ - - . a 
as oa bg La h . 
atten as y Peta. b > : 
lo” » Sa y2 . 4 * Y . x 
e OA, . $2 Nt 4 ? 
eee Shade® ) Sea, 6/ a? re: 
A Oy OE ee 
< ay * baa 
Waser « ee 
/,§ _* :0¢@ eta 
oS 
An's “ee <2 
. * =” z 
rq —% ao * : 
OOD yet - i 
BROS > ae 
nega, agese, Rae 
pt te eres e vee SOC 
toate ete + Ay OO %o%e* ote re, ; 
watastias cottas tase taseentecete : 
Weta tocecete a. O, "stg te soe ton+ ees? i 
*,"e setagetene re, 05 *0 4 g%e 00 20, 5% 
SOS gto, GIO , 
SS SSI SCIEN aia Ge IL Atlanta NBC 
Peete ecectcenstel 7st uttered eee ee ws eee eee eee eeee é 
Oey *, 
es oe *0%°. %e%e SSIS “e%* wet 
oo %0%o*, “o% "ote %e eo? “otete” ai 
Se WFBR. ..... . Balti NBC * 
. "e ue pe 
ister ces TTT) 2 
0° 9568. "5 %s ote Mee = 
Satan Se . 
ee WBRC Birmi 
ssegtecste se “eee ee 1 am eee ee eee ea 
*WAAB a 
ee eff 2 
Boston CBS 4 
“ MR IPE eH Pe Fo ; 
WNAC..... : 
Beit a a 
toe 
ae 
re 
cee 
are 
ee 
dian 
aes. 
a 
re 
os 
ore 
ee 
ae 
a 
genes 
ae ta 
Bre orey 
i“ 
i 
WS 5h 
tia 
se ae 
Saran, 
weer : 
ca 
Re Cie 
eo Gee 
Sane 
meth 
i ery 7 
ea 
ayes 
7 
prs ie) 
ee 
i 
te 
fas inw' 
eh cases 
Pewsey 
fc ; oe ° 
ce eae 
Poe 
vere ee ait is ey ee een. ABE la on ay aie, ere eee et ae Ren or See SR Pe ad cia hy, Panes) Rn ke ee es a ee a iis AR a) ; : ers : 
PGs CRA harks yah Calin ye eta (hs yack one 0 eee ea Nake Gr 0 gt A as OER 2 0, RR ee 7 es «Ry eo oe SA ce RE ee ole 2k tease cian anaes ha lids 9 iat catee ee mRots fp a ot ; 
ah gb Mien he eae soy mega 5 |* 7 A aie ie eee occ ~ iy RE Ries.) ue terest iennee Lee IAA tee 8 co | SSM Teeny. eee serail (ie oil: el ee eeeeameenm GSAS cae aac Sa Sa 
SOI ee ene poe nL ee LI ee eS ea er Nae Nias a daa Sis IS ae tas ag CES Beige ta TSU se 2 See: | Meee the oe ea Mt ee: Ee. Jae eerers cr Scere at eg hay GOR Meenas ole RaW ow | ray ee teres ee bk Ae a RR 8 es oe Po 
3 Baral pths Sa NNS Saad og Ne ete a a ae ck ve EOS ie oe ed Ge a TS ee hey RIE Se at eR Ne a gM nee = 2s en ee RY x oS ee Be i ince ee Rhee te Le ae) eee ep ee ae here he 
peter A ea oy eee tee ae ee ie tad A gash ts ead hay earns : By aap (ait eee ae aa ea Be Nae fhe Se Racin ofa ees eet Oe ak ges ee fea CR RON eit vee, rite SURE PE ct eae co 1 LST | en i Ue ir a= eee Oe oe at 
hain ae ae SCs 1s Meare Ae Stee Ry en SON ae ae tear es ak Soe We EN Sete OS ua Se ee Tae rete i 2 nities ace ie PP oa: gh Reon as pe arene Pie Pk en 2 te eR eh es Stina 2s ON eee eraeceian en AD fe 
rape an ee as he aah tee Ua a Madea eh OE ag Peed Tee Gi age ake Ri nt i RR rR Race RARE POE MEST rue eee, Whutat Ar egn es fey Mime ate ta NE ae Ee ereeat gra Rail At pT) eat a ae ai) pf dn ; a ah OE aa epee ray Pen = Siren Nene ee as fete 
aera” aitocg a ame eee Drea tA er se gre tosh Lea et tek Maen nS CE et Ae aS meee eee eee! AL A 2 Ie, Spee ant ee RO OTST Beare AMR |r re Tcl 8 ee oe Sybian Nie RY ye aes Maes Rati A Dik et ae Ro RE A Cn ee See at hon et nee ce a ee Ree ieee, os ee see nces < is pte ae age 
Sirspph. oy ae eae teeta tye ee egret on ek el OPE ae Gena! Wh OWN emcee ein: 2 5) ) ee 5 Spa eet MmpMeg, Peco. Mp) Meum Pac epee NS hy iho tkr ty cer y Pee an gs UO lr EE Uy Sg estos! Chie came Leen ge ARE APES eek Pm Sic oan eda Ree ea Pe Oe Selo OR eege | AP acenn ey cr MATE eo gc ge asain 


4 


ADVERTISING AGE 


April 6, 1935 


Discuss Food, Drug 
Bill on Senate Floor 


Washington, D. C., April 4.—Indi- 
cations were plentiful this week, 
during the course of discussion of 
the Copeland pure food, drugs and 
cosmetic bill on the fleor of the 
Senate, that opinion in the upper 
house is still far from unanimous on 
the measure, although generally 
sympathetic with its purposes. 

Senator Clark, who presided as 
chairman of the sub-committee which 
held hearings on the bill, offered at 
times the most critical opposition 
to the bill, which occupied the Sen- 
ate while a committee sought to 
iron out differences on the adminis- 
tration’s four-billion dollar work re- 
lief measure. 

Senators Clark and Bailey de- 
clared their intention to ask that 
Senator Copeland’s bill be recom- 
mitted for further study, indicating 
that they favored turning the adver- 
tising enforcement sections over to 
the Federal Trade Commission. 

Senator Clark, who was chairman 
of the sub-committee which con- 
ducted hearings, lashed out against 
the “jokers” and “unjustified” 


clauses in the measure. He claimed 
that the entire commerce committee 
had never really had a chance to 
examine the bill. This brought from 
Senator Walsh the comment: “That’s 
a very serious indictment.” 

Senator Copeland declared that 
while he “absolved” all senators, 
there were “vile influences” at work 
to defeat the purposes of the bill. 
He mentioned the “patent medicine 
manufacturers,” who, he said, “are 
the vilest men on earth, taking 
money from innocent people.” He 
waved a photostat copy of a news- 
paper advertisement which he said 
he could not describe in the presence 
of the galleries. 

As to the Federal Trade Commis- 
sion, he asked the Senate if it 
wanted the FTC to “go on for 22 
years longer in failing to protect 
the American people.” 

Earlier in the debate Senator 
Copeland declared that he might 
later offer a bill transferring the 
Food and Drug Administration to 
the Public Health Service, under the 
Treasury Department. 


Senator Bailey asserted that he 
was sympathetic with President 
Roosevelt's desire for legislation of 
this kind but had “the very greatest 
difficulty in comprehending how the 
Department of Agriculture would 
ever get jurisdiction over advertis- 
ing and cosmetics.” 

“I understand that the Depart- 
ment was created to foster agricul- 
ture and not to govern advertising,” 
he aded. “It is inconceivable to me 
that it should take charge of medi- 
cine, cosmetics and advertising.” 

Declaring that he was “going to 
find out how many senators want to 
perpetuate the present system,” 
which he said allowed for “exploit- 
ing the American people,’ Senator 
Copeland called for a vote which 
would reveal “who are so interested.” 

Such changes as were allowed in 
the session of Thursday struck out 
clauses which would have given the 
Secretary of Agriculture the right 
to make temporary regulations when 
existing ones were declared illegal 
by the courts. Another clause elimi- 
nated would have permitted prosecu- 
tion of retail dealers making false 
claims, specifically over the radio. 

The first test on the bill came on 
an amendment to permit regulation 
of substances, preparations and de- 
vices for the diagnosis of disease. It 
was approved 45 to 22, despite pro- 
test from Senator Clark that it put 


From Seattle to Savannah 


Every State has its readers of National Sportsman and Hunting & Fishing. 
some States have more than their share. 


Well — 


Which ones? 


But 


228,087 readers live in the industrial northeast — Maine, 


New Hampshire, Massachusetts, New Jersey, New 
York and Pennsylvania—where buying power is 
22% above the average for all States. 


124,616 readers live in the thriving Great Lakes region— 


Michigan, Illinois, Wisconsin and Minnesota— 
where buying power is 6.3% above the average 
for all States. 


51,321 readers live in the Far West —Washington, Ore- 


gon, California and Nevada—where buying power 
is 33.6% above the average for all States. 


In short, 404,024 of the 581,000 men readers of National Sportsman and Hunting & 
Fishing live in 14 States where buying power is 20.8% greater than the average for 


the whole country*. 


Is it any wonder advertisers get unusual response from National Sportsman and 
Hunting & Fishing readers? 


*Retail sales per capita (U. S. Census of Distribution) are used as an index of buying power. 
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the Senate in “an asinine position” 
by defining devices as a drug. 

Senator King, at times critical of 
some of the proposed provisions, 
feared that the bill as a whole would 
“create a reign of terror in the food 
and drug manufacturing fields.” He 
declared that “the Lill contains such 
enormous power vested in various 
bureaus and agencies that it shocks 
me.” 

One of the most disputed phases 
of the bill, which elicited divergent 
views during hearings, was ex- 
plained by Senator Copeland. It 
concerned the matter of whether 
the enforcing agency should be the 
Department of Agriculture, as the 
bill now provides, or the Federal 
Trade Commission. He made espe- 
cial reference to the advertising 
clauses of the act. 

The New York senator said: “No 
one disputes that the Food and 
Drug Administration should deter- 
mine the quality of the product; no 
one disputes that it should deter- 
mine what is on the label. Who can 
raise any question that advertising 
is really an extension of the label? 
In the last analysis the Food and 
Drug Administration would have to 
pass on those matters because there 
is no machinery in the Federal 
Trade Commission to deal with 
them.” 

The advertising provisions now in 
the bill are the result of much 
thought, he said, and “the advertis- 
ing associations, the group of men 
who are in advertising profession- 
ally, are heartily in favor of the bill. 
Two national organizations of pub- 
lishers—representing about 90 per 
cent of the newspaper and magazine 
industry—have given their endorse- 
ment to this bill.” 

The only publishing group which 
favored jurisdiction by the FTC was 
the American Newspaper Publish- 
ers’ Association, Senator Copeland 
pointed out, while “a vast majority 
of newspapers and magazines are 
willing to have the control of ad- 
vertising in the Department.” 


Committee Amendments Win 


As the bill was discussed section 
by section, the amendments which 
had been written in by the committee 
were voted upon first according to 
accepted Senate rules, a final vote 
on the bill itself coming last. 

Among the various’ subjects 
raised, there was that of “soap” in 
connection with cosmetics, since an 
amendment was offered to exempt 
“ordinary toilet and household soap” 
from the regulatory provisions pro- 
vided for cosmetics. 

Of this Senator Copeland said that 
a study by soap manufacturers was 
made to find a word other than “or- 
dinary” as applied to household 
soaps. This raised the question of 
“household cleansers” in the same 
connection and the following was 
adopted as a part of the exemption: 

“Except soaps and _ household 
cleansers for which no medicinal or 
curative qualities are claimed by the 
manufacturers or retailers in labels 
or advertising.” 

On the definition of the term “ad- 
vertising,” an amendment was 
agreed to by the Senate which 
added: 

“(j) The term ‘advertisement’ in- 
cludes all representation of fact or 
opinion disseminated to the public in 
any manner or by any means other 
than by the labeling.” 


Medical Question Involved 


Considerable time was given to 
the difficulties involved in attempt- 
ing to determine what constituted 
reliable medical opinion, since some 
states recognized various schools 
and others did not. 

Senator O’Mahoney  said_ that 
“when we come tc the advertising 
sections of the bill, in the state in 


which a chiropractor is licensed he 
could give the ‘substantial and reli- 
able medical opinion’ which would 
sustain an advertisement which in 
another state could be sustained 
only by the opinion of the ordinary 
physician or surgeon.” 

Senator Copeland declared that 
such was the case, since Congress 
had no right to cross state lines and 
did not itself license physicians. He 
said that “what we had in mind here 
more than anything else was to meet 
another practice; it is a very com- 
mon thing to get men living in 
Germany or Austria or somewhere 
else to give this so-called ‘substan- 
tial medical opinion.’ It was our 
desire to make this clear.” 

Some criticism was shown relative 
to the provision which sought to 
regulate the size of the package and 
its form. It was stated however, 
that any size of package could be 
used, even if much larger than the 
contents which it appeared to hold, 
if the weight or amount of the con- 
tents was specified. 


False Copy Clause Stands 


The amendment allowing for tol- 
erances relative to food and drugs, 
was agreed to, as were several 
others of a similar technical nature. 

There was no discussion relative 
to the definition of “False Advertise- 
ment,” which as agreed to, now 
reads: 

“Section 601 (a) An advertisement 
of a food, drug, or cosmetic shall be 
deemed to be false if it is false or 
misleading in any particular rele- 
vant to the purposes of this act re- 
garding such food, drug, or cosmetic. 
Any representation concerning any 
effect of a drug shall be deemed to 
be false under this paragraph if 
such representation is not sustained 
by demonstrable scientific facts or 
substantial and reliable medical 
opinion.” 

Senator Vandenburg’s amendment 
designed to protect secret formulas 
from disclosure was adopted. Sen- 
ator Copeland himself offered an 
amendment which would exempt 
meats and meat-food products when 
such products come under the meat 
inspection act. 

A final vote on the bill as a whole 
or further amendment was post- 
poned due to the fact that interested 
Senators were in conference with 
the House over the works relief 
bill. 

Senator Copeland pointed out that 
the Associated Grocery Manufactur- 
ers, who opposed his bill two years 
ago, now support it. He credits this 
to the facts that power has been 
given to the Secretary of Agriculture 
to grant exemption from “impractic- 
able” labeling requirements, and that 
the bill now fixes only a minimum 
standard for canned foods instead of 
the quality standards originally pro- 
posed in the “Tugwell” bill. 


Asks Passage 


New York, April 4.—The National 
Publishers Association yesterday 
sent a special bulletin to members 
giving “a forthright and _ whole- 
hearted endorsement of the Copeland 
bill as reported out of the Senate 
committee on commerce March 22.” 

“We believe S. 5 to be a good bill, 
fair to consumers and industry, and 
we believe that it should be passed 
speedily,” the bulletin said, “first, 
that consumers may quickly receive 
needed protection; second, that 
manufacturers may be freed from 
uncertainty as to the provisions of 
the act under which they must 
operate; third, that advertising may 
be cleansed from false and mislead- 
ing statements which tend to make 
consumers lose faith in the believ- 
ability of advertising.” 
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COMIC 


CIRCULATION 


5,900,000 


ST. LOUIS 


/N 


Market facts and figures on 
population—retail sales— spend- 
able incomes— new car sales 
and other items are important, 
very, but effective coverage of 
leading markets is really what 
counts. 


If we say Metropolitan does this 
essential coverage job more 
completely than any other me- 
dium we may seem to be over- 
stating, but the actual facts more 


Metropolitan Weekly 


3 
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Circ GRAVURE 
5,600,000 


NEW TON VETROW 
YORK “See NENS 
NEWS 


GlLORe \ CHICAGO WASHINGION WENO 
LEmocen 7 \TRIBUNE STAR 


PHILADEL Py, \CLENELARD HAXT\NOR WUSBH 


NS 


SUN WAS 7 


ALER 


than bear out the soundness of 
our claim. 


So, we remark again that Met- 
ropolitan covers the country’s 
richest markets like a tent, 
making it possible for adver- 
tising and merchandising to 
deliver the punch at the point 
of sale. 


In 641 cities of over 10,000, Metro- 
politan Weekly average percentage 
of coverage is 41.1%. 


« baltimore sun-boston =: S 9 ravure 
buffalo times - chicago tribune 


ittsburgh . ashington star 
er lovis Per-wachingon " * Cc | ] oO r 


NEW YORK 


CATCAGO 


MELTAHOPRPCGLITAN SUNDAY NEWS PAPRAS. 


SAN FRANCISCO 
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U.S. Business 
. Men to Study 
Advertising 


Washington, D. C., April 4— 
Problems of advertising and distri- 
bution will be objects of scrutiny 
the afternoon of May 1, during the 
23rd meeting of the U. S. Chamber 
of Commerce, scheduled for April 
29-May 2, inclusive. 

Kerwin H. Fulton, president, Out- 
door Advertising, Inc., will be chair- 
man of the advertising-distribution 
session to be held that day. Round 
table discussion will follow the pro- 
gram of speeches. 


Roy S. Durstine, vice-president 


and general manager, Batten. Bar- 
ton, Durstine & Osborn, Inc., New 
York, will speak on “Proper and 
Necessary Functions of Advertis- 
ing,” and “Quality Standards and 
Grade Labeling—Voluntary vs. Com- 
pulsory Methods,” will be the sub- 
ject of Paul S. Willis, president, 
Associated Grocery Manufacturers 
of America, Inc., New York. 

In the face of proposals for es- 
tablishment of government compul- 
sory standards of quality and grade 
labeling of consumers’ goods, busi- 
ness has continued its own efforts 
to develop voluntary standards and 
to extend informative labeling, it is 
stated in the convention program. 

“Advertising has been under dis- 
cussion both as to its economic uses 
and the practices employed,” it is 


isserted. “There is need for defin- 
ing its proper and necessary func- 
tion.” 


Sponsors Series 


Broadcasting of a series of 39 quar- 
ter-hour transcribed programs, 
“Musical Moments,” under sponsor- 
ship of the Chevrolet Motor Com- 
pany, has begun over station WCKY, 
Cincinnati. The programs are being 
presented three nights a week. 
Campbell-Ewald Company is in 
charge of the account. 


To Ferry-Hanly 


Hugo Parton, formerly with Erwin, 
Wasey & Co. and L. H. Hartman 
Company, and recently with Ralph 
H. Jones Company, has joined the 
Ferry-Hanly Advertising Company, 
New York, in an executive capacity. 


Promotes Zorninger 


Frank A. Zorninger, assistant 
manager for Chevrolet Motor Com- 
pany, Cincinnati, has been made 
assistant advertising manager, at 
Detroit. He will begin his new 
duties at once. 


J. B. Short Dies 


Joseph B. Short, vice-president of 
Sillcocks-Miller Company, Maple- 
wood, N. J., maker of advertising 
specialties, died March 24 at West 
Orange, after a short illness. 


To Join Bamberger 
William E. Bowman, managing 
editor of the Newark Star-Eagle for 
the past 13 years, will become direc- 
tor of publicity of L. Bamberger & 
Co., Newark, on April 15. He suc- 
ceeds George Bijur. 
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@ when the dawn is on the Bluegrass The Courier-Journal is favorite at the breakfast tables 


@ and The Louisville Times completes the coverage at sundown. 
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JOINS McJUNKIN 


Louis A. Hebert 


Chicago, April 4.—Appointment of 
Louis A. Hebert as vice-president of 
McJunkin Advertising Company was 
announced this week by Eric Scud- 
der, president of the agency. 

Mr. Hebert was for many years 
head of his own sales promotion or- 
ganization in Chicago, serving Hud- 
son Motor Car Company, American 
Laundry Machinery Company, Gruen 
Watch Makers Guild, Eli Lilly & Co., 
Chamberlin Metal Weather Strip 
Company and Hupp Motor Car Cor- 
poration. He is now a director of 
Hupp. 

Mr. Hebert pioneered in securing 
recognition of the principle that the 
most effective advertising is that 
which embodies a detailed program 
for cooperation between the client’s 
own sales force and his distributors 
and dealers. 


Supreme Court 
Upholds Ban on 
Dentists’ Copy 


Washington, D. C., April 4—The 
U. S. Supreme Court has ruled that 
the Oregon law prohibiting dentists 
from advertising is constitutional. 

The opinion, delivered by Chief 
Justice Hughes, stated that the Ore- 
gon law is not an arbitrary interfer- 
ence with liberty and property, and 
added that the public should be pro- 
tected against practices which “tend 
to demoralize the profession.” No 
dissent was made to the opinion. 

The case concerned Harry Semler, 
a Portland dentist, who contended 
that the 1933 act does not operate 
for the welfare of the general pub- 
lic, but for the financial benefit of a 
part of the dental profession, at the 
expense of the public. 


Will Continue 


Swan Business 


The Carroll J. Swan estate will 
continue the publishers’ representa- 
tive business conducted by the late 
Carroll J. Swan, at Boston, under 
the management of Paul S. Clark, 
who was associated with Mr. Swan 
for several years. 

Publications represented by the 
firm include the Philadelphia In- 
quirer, New York Herald Tribune, 
Keene, N. H., Sentinel, and American 
Legion Monthly. 


CBS to Abandon 
Lease of WPG 


Columbia Broadcasting System 
has decided against renewal of its 
five-year lease of station WPG, At- 
lantic City, municipally-owned radio 
station. 

Mayor Harry Bacharach has an- 
nounced that several other pros- 
pective lessees have made tentative 
offers, but that the city may run 
the station for its publicity value, 
with funds from the municipal ad- 
vertising appropriation. 


Dresden Appoints 


The Dresden Cosmetic Company, 
Inc., face powder and nail enamel, 
New Rochelle, N. Y., has appointed 
Bachenheimer- Dundes, Inc., New 
York. The agency also has been ap- 
pointed by the Eastern Venetian 
Blind Company. 
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S* weeks ago a well known advertising 
agency almost lost its second best 
known account. 


The advertiser wanted to broadcast his 
favorite actress and her actor husband. 


The agency insisted on a variety show. 


“Put the question to your friends—and to 
your factory hands’”’, hinted the agent. 


His client got the point. (He put the ques- 
tion, too, with natural results. ) 


You can argue all night about the value of 
radio as an advertising medium. 


But one thing radio has accomplished. It 
has forced admen to find out how to draw 
a crowd. 


In newspapers and magazines, that’s the 
editor’s responsibility. The crowd is ready 
made for the ad’s grand entrance. 


But when the advertiser goes on the air and be- 
comes his own editor, what does he learn to do? 


A laxative starts an ether crime wave... A 
canned milk dramatizes current movies... 
A canned soup interviews movie stars... A 
coffee puts its cash on sentimental ballads... 
A tooth paste breaks all audience records 
with blackface comedy... A baking yeast 
banks on a burlesque comic... An exclusive 
toilet preparation takes a tabloid keyhole 
columnist ... A baker wraps up a package 
of jazz orchestras. 


This new knowledge has given a new ap- 
preciation of the editorial job that has been 
responsible for the enormous circulation 
gains of magazines in the “group” field. 


As a result, this type of magazine is showing 
tremendous advertising gains in the face of 
the greatest competition for the appropria- 
tion dollar that the advertising business has 
ever known. 


ONE OF A SERIES OF NOTES PUBLISHED IN THE INTEREST OF A BETTER UNDERSTANDING OF THE “GROUP” FIELD, BY 


MACFADDEN 


WOMEN’S 


GROUP 


“The Original Women’s Group’’ 
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Magazines and 
Newspapers Get 
Mobiloil Copy 


New York, April 4.—With inquiries 
from motorists for road information 
already running double those of a 
year ago, The Socony-Vacuum Oil 
Company this week began one of the 
largest campaigns of recent years 
on lubricating oil. 

Much of the punch in the new 
copy is due to the introduction of 
new summer Mobiloils made by the 
company’s Clearosol process first 
used last winter on Mobiloil Arctic, 
causing sales to jump 20 to 60 per 
cent and a subsequent decision by 
executives to extend use of the pro- 
cess to all other Mobiloil grades. 

The advertisements in a dozen na- 
tional publications are mostly two 
pages in color. Large size news- 
paper advertisements will reach ap- 
proximately 20,000,000 people. In 
addition to these two mediums, trade 
publications in the oil and gasoline 
fields carry announcements of the 
new Clearosol oils. J. Stirling 
Getchell, Inc., is the agency. 

Sales arguments employed in the 
first Clearosol campaign, that on 
Mobiloil Arctic, are repeated in sub- 


PICTURE COPY 


Bamberger's Portfolio of mt-usta Values 


im No.4 srmmme srcmuscers «1 


One of the unusual pages used by 

Bamberger's in which large photo- 

graphs and brief descriptions were 
the rule. (Story on Page 25.) 


stance in the summer oil advertis- 
ing. The general merits of the new 
method of washing away carbon and 
gum-forming impurities in the crude 
oil are discussed. Pictures show re- 


sults of laboratory tests revealing 
the performance of the oil in the 
cylinders. 

Three of these tests are featured 
in the initial copy. The first showed 
that the Clearosol summer oils re- 
sisted consumption 98 per cent 
against 88 of another large selling 
oil, which, translated for the bene- 
fit of the motorist, indicates that a 
ten per cent saving accrues from this 
one factor. The second is a resist- 
ance-to-thinning score of 100 against 
38 of a competitive oil and a similar 
rating for resistance to gumming 
against a 68 per cent rating of the 
competing oil. 


Joins Williams & Reilly 


Frederick W. Baumann has joined 
Williams & Reilly, Chicago advertis- 
ing agency, in charge of art and pro- 
duction. Mr. Baumann was for sev- 
eral years with Curtiss Candy Com- 
pany and the Chicago office of Er- 
win, Wasey & Co. Williams & Reilly 
have moved to larger quarters at the 
same address, 6 N. Michigar Ave. 


Gets Reliance Account 


Reliance Mfg. Company, Chicago, 
maker of Big Yank work shirts, dress 
shirts, Big Yank underwear and 
other products, has appointed Mit- 
ehell-Faust Advertising Company, 
Chicago, as its advertising counsel. 
Radio, farm papers, and other me- 
diums will be used. 


Mr. Gudath, far off in Chipinga, 


Southern Rhodesia, found it 


to believe that he could shave with- 
out a razor. But, because of an ad- 
vertisement in The Christian Science 


Monitor, he sent his order 


check—a most tangible evidence of — 


The reader confidence indi- 
cated in the letter here reprinted 


is one of the reasons why 


manufacturers of a_ widely 
varied line of products publish 
their advertising messages in 
the Monitor. May we serve you? 
Inquiries are invited by the ad- 


vertising offices listed. 


difficult 


and his 


545 


FOC 10 TIGHTEN 
REGULATION OF 
RADIO STATIONS 


Plans National Conference 
On Programs 


Washington, D. C., April 4.—The 
Federal Communications Commis- 
sion has decided to “tighten up” 
broadcasting regulations and enforce 
rules more rigidly, Anning S. Prall, 
recently appointed FCC chairman, 
has declared, in outlining the policy 
he will pursue. 

Under the new course of action, 
efforts will be made to obtain for 
the public programs of greater cul- 
tural, educational, and public serv- 
ice possibilities. Mr. Prall stated 
that radio has not taken complete 
advantage of its opportunities along 
these lines. 

In line with this thought, a na- 
tional conference of educators and 
broadcasters will be held starting 
May 15, Mr. Prall revealed. 

Asked to cite specific changes that 
should be made in programs, Mr. 
Prall said that improvement was 
possible in children’s entertainment. 
He denied that the FCC could censor 
programs, but observed: “What we 
can do is maintain a general surveil- 
lance over radio stations and net- 
works under our broad authority in 
the public interest, convenience and 
necessity. We can take into account 
the public interest as a whole, or in 
part, of the general program struc- 
tures of the radio stations. If they 
are consistent violators, we can re- 
fuse to renew their licenses.” 


Too Much “Blood and Thunder” 


Specifically, he believes that some 
of the “blood-and-thunder programs 
so prevalent in the late afternoons” 
are having a deleterious effect on 
the juvenile mind. “I am not con- 
demning all of them,” Mr. Prall said, 
“for I know many that are distinctly 
educational. I do condemn, how- 
ever, those that can be compared to 
the dime novels of the ‘Deadeye 
Dick’ or ‘Boy Smuggler’ variety.” 

Mr. Prall declared that in his 
opinion “the fullest possible use of 
radio as an educational medium has 
not yet been found.” 

“I have studied the records of the 
hearings before our broadcast divi- 
sion last fall,” he said, “and both 
educators and broadcasters, as I in- 
terpret the record, freely admitted 
that they have not cooperated to 
the fullest extent. Whoever is to 
blame, the fact remains that they 
must get together for a unified pro- 
gram of action. It is our plan to 
get them together for a national 
conference.” 


Seven Men Tell Women 
How to Spend Million 


Seven men, representing seven 
types of advertising mediums, told 
members of the Women’s Advertis- 
ing Club just why their respective 
mediums should be given a share of 
a mythical million-dollar ham ap- 
propriation, but no decision was 
reached. 

William H. Culver, director of ad- 
Vertising, Commonwealth Edison 
Company, played the role of adver- 
tising manager of the ham company, 
while the seven wooers of the ap- 
propriation were Judd Payne, Asso- 
ciated Business Papers; M. L. 
Gooder, Blakely Printing Company; 
A. R. Pastel, Esquire; C. H. Sund- 
berg, Major Market Newspapers; 
Burr Robbins, General Outdoor Ad- 
vertising Company; E. C. Carlson, 
National Broadcasting Company; 
and Franklin S. Allen, Barron G. 
Collier, Inc. 


Rejoins Agency 

G. F. Chambers has rejoined the 
New York office of Fuller & Smith 
& Ross, Inc., as vice-president, after 
two years in business reorganization 
work for banking houses, and as 
general manager of Dugan Bros. 
Company, New York. 


Quality Buying 
On Upgrade, Is 
View of Jordan 


Cincinnati, O., April 3.—It is the 
salesman and not the consumer who 
is price conscious, Edward S. Jor- 
dan, special representative of the 
Studebaker Corporation, and for- 
merly head of his own automobile 
company, told the Cincinnati Ad- 
vertisers’ Club today. 

The buying public is casting off 
its depression viewpoint and will 
again purchase quality merchandise 
if properly encouraged, Mr. Jordan 
asserted, adding that all industry is 
now emerging from the production 
period and is entering a merchan- 
ing period. 

Mr. Jordan alluded briefly to the 
most famous of the advertisements 
he wrote when head of the Jordan 
Motor Company, an advertisement 
headed, “Somewhere West of Lara- 
mie,” which is credited with having 
sold 2,000 automobiles and netted a 
profit of something like a million 
dollars. 


Club to Talk 


Space Problems 


A clinic on the subject, “Big Space 
Against Small Space,” will be con- 
ducted by the Advertising Managers’ 
Club of Chicago at its meeting in 
the Hotel LaSalle, at 6:15 p. m., 
Tuesday, April 9. 

Speakers will be Charles H. Lil- 
lienfeld, National Tea Company; 
Paul Truesdell, Universal Oil Prod- 
ucts Company, and Lawrence C. 
Meyer, Kleenex Company. H. D. 
Wexelberg, Van Cleef Brothers, will 
be chairman. 


Is “Valley Star” Rep 


Burke, Kuipers & Mahoney, Inc., 
New York, has been appointed na- 
tional representative of the Harlin- 
gen, Texas, Valley Morning Star. 
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RESULTS... 


Ask any advertiser who has tested 
THIS WEEK how the coupons are 
coming. A certain soap manufac- 
turer, for instance, tells us that THIS 
WEEK shows the lowest cost per 
coupon of the four big magazines 
which carried this copy. 
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Who Will Write This Book? 


Most of the numerous’ books 
which have been written about ad- 
vertising have been intended for 
business men or practitioners of the 
art. Their favorable attitude to- 
ward advertising, consequently, has 
not touched the consumer of adver- 
tised products. 

On the other hand, most of the 
books which have been .unfavorable 
to advertising, either as an eco- 
nomic force, in general, or as a 
specific promotion method used for 
individual products, have circulated 
to the general public, thus reaching 
those who are the objects of adver- 
tising effort, and making it more 
difficult for advertising to influence 
them favorably. 

The groups which apparently have 
reacted most definitely to the at- 
tacks on advertising contained in 
such books as “Your Money’s 
Worth,” “100,000,000 Guinea Pigs,” 
“Partners in Plunder,” and “Skin 
Deep,” to name only a few, are the 
universities and colleges, including 
both teachers and students, and the 
women’s clubs. They have enjoyed 
the element of crusading involved in 
fighting what is presented to them 
in these partisan works as a mod- 
ern ogre exploiting the public. 

Thus far the virus of unbelief in 
advertising has not extended far 
enough to be serious; but the ex- 
tent to which the theses of these 
books have been accepted by people 
who consider themselves more than 


ordinarily intelligent, and who re- 
gard their attitude toward advertis- 
ing as a further evidence of their in- 
tellectual superiority to the common 
herd, is significant and somewhat 
alarming. 

One of the things which might be 
done by advertising to offset these 
attacks is to prepare, for general 
readers, a book which will set forth 
the facts about advertising, from the 
standpoint of the consumer of ad- 
vertised products. What most peo- 
ple who adopt a cynical attitude 
about advertising apparently fail to 
realize or to admit is that advertis- 
ing is a necessary concomitant of 
mass production and mass distribu- 
tion, and that their enjoyment of 
modern comforts and conveniences 
would not be possible if advertising 
had not reduced distribution costs, 
just as modern industrial equipment 
has reduced production costs. 

The schools and colleges and the 
women’s organizations are probably 
more vocal and articulate than most 
other groups of unequal numerical 
importance; but that very fact 
suggests that they be given the 
sort of attention, through the 
presentation of constructive infor- 
mation about advertising, to which 
they have responded when the other 
side of the case was given them. 
That, plus personal efforts by ad- 
vertising people whenever oppor- 
tunity offers, should stem the tide 
of unfavorable sentiment now run- 
ning in these groups. 


Presenting an Advertising Program 


Advertising is such an important 
part of businegs policy that not only 
the general management, but also 
the directors upon whom rests the 
responsibility for final authority to 
execute advertising programs, 
should be fully aware of general 
plans and also the details of their 
execution. 

This is another way of saying that 
advertising executives should have 
access to the boards of directors of 
their companies in presenting the 
general outlines of their promotion 
programs for which specific appro- 
priations are asked. 

This is standard practice in many 
companies already. The advertis- 
ing director in those companies is 
recognized as one of the most im- 
portant executives in the organiza- 
tion and his program is therefore 
one in which the directors naturally 
take great interest, since it is the 
key to the entire effort for expanded 


sales 
profits. 

When advertising managers are 
compelled to submit their plans to 
their immediate superiors, with 
final approval resting much higher 
up, it often happens that the inspir- 
ation and enthusiasm which accom- 
panied the development of their 
programs are lost before they reach 
the final group which must pass 
upon them. That is bad for the ad- 
vertising, but it is worse for the 
company. 

The advertising manager who in 
these days is.worthy of his title is 
a major executive. His part in the 
promotion of the business 1s so im- 
portant that, even if he is not a di- 
rector, as many advertising manag- 
ers are, he should be given frequent 
opportunity to present his program 
to the board for discussion and ap- 
proval. The companies that permit 
this practice find it profitable. 


and greater volume and 


PROVING THE TRUTH OF ADVERTISING 


—United Feature Syndicate, Inc. 


"| never took a lot of stock in ads, Mopey, but I've noticed that ever 
since | started using this scented soap | do smell better.” 


Voice of the Advertiser 


Commerce Department 
Asks for Study Report 


To the Editor: In the last issue 
of your publication I read of the 
study your organization has been 
making which shows the products 
which made the greatest sales gains 
in 1934. 

You are familiar with the work 
earried on here, so realize that we 
are constantly on the watch for 
worthwhile material for reference 
use. If you will be so kind as to 
send me a copy of this report I 
assure you it will be greatly appre- 
ciated. 

If agreeable to you, upon receiving 
a copy, I shall be glad to list the 
report in our own periodical, “Do- 
mestic Commerce,” and thus call it 
to the attention of others interested 
in the subject. 

RACHEL BRETHERTON, 
Marketing Service Division, Market- 
ing Research and Service Division, 

Department of Commerce, Wash- 

ington. 

v Vv v 


We’ve Sent Another; 
Better Watch for It 


To the Editor: My copy of Ap- 
VERTISING AGE is sO popular in this 
office that I naturally assumed that 
someone here had gathered in the 
March 16 issue when said issue 
turned up missing. Several days of 
intensive search have failed to un- 
cover this particular issue, and hence 
am constrained to believe that this 
is one of those extremely rare occa- 
sions when A.A. did not come at all. 

Is it possible to secure a duplicate 
copy of this March 16 issue? If so, 
you can bet it will be appreciated. 

WALTER K. MUNROE, 
Franklin P. Shumway Company, 
Boston. 
v v v 


Fifield Tells of 


Successful Bank Copy 


To the Editor: I am taking the 
liberty of writing you for two rea- 
sons. First, I am a subscriber to 
ADVERTISING AGE and enjoy reading 
the “latest in advertising,’ which 
term, I believe, is justified when re- 
ferring to your publication; second, 
I am president of the Advertising 
Club of Jacksonville, and we are still 
affliated with the Advertising Fed- 
eration. 

In looking over the pages of Apb- 
VERTISING AGE, I have yet to find any 


|bank advertising reproduced and, 
| with the exception of once or twice, 
very little reference made to bank 
advertising. 

Having made financial advertising 
my profession for over 25 years, nat- 
urally, I cannot help but be inter- 
ested. Feeling perhaps that no bank 
has taken advantage of the oppor- 
tunity to acquaint ADVERTISING AGE 
with what they are doing, I am en- 
closing reproductions of several of 
our advertisements published in the 
Florida Times-Union and the Jack- 
sonville Journal, which proved to be 
good business pullers. I thought 
probably you might care to make 
some comment on them. 

I might add that we are tying in 
with our newspaper advertising 
extra effort on the part of the offi- 
cers and employes of the bank to 
prove to the readers of our adver- 
tisements that we mean what we say. 

You might be interested in the 
statement recently made for publi- 
cation by our executive vice-presi- 
dent, Don Barnett, who has cooper- 
ated wonderfully with our advertis- 
ing department. Mr. Barnett said: 

“More people today are showing 
interest in banks and banking, and 
bankers are being called upon to 
answer many intelligent questions 
from individuals who have been ‘fed 


One Customer Said: 


“Banking Service 
Is Worth Paying for” 


We do not recall when the 
substantial bank customer 
gave the bank more whole- 
support and cooper- 
ation than he is giving at 
present. Large and small 
depositors appreciate more 
than ever 
banking facilities mean to a 
community 


It is true, our bank, like all 
others, 


r 

has been compelled 
to institute certain charges 
for its services. We know, 
however, that under the cir- 
cumstances our customers 
realize the necessity for 
these charges. 


You are entitled to the best; 
‘we are equipped to furnish it. 


‘JACKSONVILLE 7] 
Beracusnae 1877 » Lass 


“THE OLDEST NATIONAL BANK IN FLORIDA” 


up’ on listening to the propaganda 
heretofore spread by the man on the 
street, and who knows nothing about 
any of the facts pertaining to the 
banking situation. 

“Much hinges upon the personnel 
of the banking institutions. They 
must become more familiar with 
proper customer relations. The time 
is here when many of the old selling 
points used by the banker must be 
discontinued and more attention paid 
to the individual’s conduct in and 
out of the bank. I believe the public 
attitude is changing rapidly from 
criticism to that of cooperation, and 
thoughtful bankers observing this 
fact act upon it by training their 
personnel to make their service de- 
sirable, then through advertising 
they make this service desired. No 
complete business success can ever 
be created bv advertising alone, but 
' believe it is an effective tool and 
must be worked in conjunction with 
personnel action.” 

STEPHEN H. FIFIELD, 

Assistant Vice-President, The Bar- 

nett National Bank, Jaekson- 
ville, Fla. 


Polonius Unjustly 
Accused, Says O’Neill 


To the Editor: This is not in- 
tended to be an “Essay on Criti- 
cism,” but Shakespeare’s Polonius 
never said: 

“Be not the first by whom the new 
is tried, 
Nor yet the last to lay the old aside.” 

Pope said it in his “Essay on Criti- 
cism.” 


I hope this does not place me in 
the role of carping critic, beeause 
ADVERTISING AGE is one of the most 
interesting magazines we receive and 
what’s a mistake involving two copy- 
writers, anyway? 

DENNIS J. O'NEILL, 
Asst. Advertising Manager, 
Motor Company, Cleveland. 


[Editor’s Note: Mr. O'Neill, un- 
fortunately for the editorial writer’s 
reputation, is correct. The lines 
quoted are indeed from Pope’s “Es- 
say on Criticism,” in which, inci- 
dentally, “new” is treated as plural, 
the correct quotation reading: ‘Be 
not the first by whom the new are 
tied... 3 


Some Straight Dope 
on Insurance Typography 


To the Editor: Rough Proofs, al- 
ways enjoyable, mentions that Gil- 
bert Farrar protests against the use 
of 4-point type on labels and pack- 
ages, and concludes “... maybe, like 
some parts of .. . life insurunce poli- 
cies, the 4-point material isn’t in- 
tended to be read.” 

For your subscribers’ information, 
and to enlighten “Mr. Proofs,” the 
majority of state insurance laws for- 
bid the use of any type in insurance 
policies smaller than brevier. 

Geo. DuR. FAIRLeIcH, 
Assistant Secretary, 
The Insurance Field, Louisville, Ky. 


> F F 
Statehouse Picture 


Suggests New Idea 


To the Editor: The picture of the 
Massachusetts statehouse on wheels 
which appeared in your issue of 
March 30, with the notation that it 
is being sent on a tour of the coun- 
try as an advertisement of New Eng- 
land’s attractions, leads me to ask 
why you don’t suggest to the New- 
ark, 0., Advocate and the Ohio State 
Historical Society that they get up 
a replica of the ancient mound build- 
ers’ works located near Newark, and 
which antedate the Massachusetts 
statehouse by several centuries at 
least, and send it to every quarter 
of the United States to attract tour- 
ists. 

I am offering these suggestions to 
ADVERTISING AGE, because it is be- 
‘ond question the leading advertis- 
ing journal of the United States 
today. 

CHARLES H. MoratH, 

Advertising and Sales Counselor, 

Kalamazoo, Mich. 
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THINK WHAT A MILLION MORE PROSPECTS MEAN! A 
million more mouths to feed! A million more faces to wash! 
A million more bodies to clothe! 

In city and suburbs the Chicago Tribune has 68% more daily 
circulation than the second newspaper—a margin of 260,000 families 
—the equivalent of a million extra consumers. 

It has 78% more city and suburban daily circulation than 
the third newspaper. 

And, in addition, it delivers an effective volume of circulation 
in the great adjacent territory that looks to Chicago for com- 
mercial and social leadership—and to the Chicago Tribune for 
news, information and entertainment. 


MOUTHS TO FEED...FACES TO 
WASH...BODIES TO CLOTHE! 


The influence of the Tribune in a market that spends 
$5,000,000,000 annually in retail sales presents an extraordinary 
Opportunity to advertisers, The Tribune is celebrated as a maker 
of leaders! General advertisers who know Chicago have discovered 
that they need only to use the Tribune to open distribution and 
build brand preference in this market: 

The circulation of the Tribune is natural. -This paper meets 
the requirements of Chicago in a way unique in journalism. And 
its superior influence in creating business at low cost for adver- 
tisers is proved each day. Department. stores, specialty shops, 
retailers, and manufacturers place more advertising in the Tribune 
than in any other Chicago newspaper. 


BLACK AND WHITE—RUN OF PAPER COLOR—ROTO—COLOROTO—COMICS 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


THE TRIBUNE GIVES YOU CHICAGO ulus 


Pulls All Week! 


The influence of Tribune advertising 
continues to pull as it reaches from 
the heart of the city to the suburbs 
ond to the h beyond. 


phone an 
et so wide and so 
active, any worthy product, whether 
S be a low-priced item or a luxury, 
for success when backed 
Tribune advertising. 


hy 

Chicago Tribune Leads 
The. Chicago Tribune is first of all a 
mewspaper, holding to the highest 
ideals of journalism. Its — 
for independence, ats mae sinslity 
and sincere interest in 
pd community it 8.1 ) = 
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Metal Tubes to 
Be Given Place 
In G-E Effort 


New York, April 4.—While there 
will probably be no special adver- 
tising campaign on the new metal 
radio tube announced this week by 
the General Electric Company, Sche- 
nectady, the innovation will be the 
central feature of the company’s 
fall campaign on radio receiving 
sets, it is learned. 

Hints at the nature of this new 
copy were given in the technical an- 
nouncement of the development by 
the “House of Magic” research lab- 
oratories. Chief of the appeals will 
be greater continued efficiency of 
operation than the glass type now in 
use. 

Smaller and not interchangeable 
with glass tubes, the metal tubes 
provide their own shielding, the 
metal shell serving as a better heat 
conductor and radiator than glass. 
Short leads permit greater ampli- 
fication at higher frequencies. The 
tubes are said to be particularly ad- 
vantageous for short wave reception, 
which has become an important part 
in all radio receivers. Greater ease 
in inserting the tubes is another 
talking point. 


The exact nature of the fall set 
campaign has not yet been de- 
termined. Young & Rubicam, Inc., 
is in charge. 


Distiller Names Ziv; 
Six Others Appoint 

Distillers Brands, Inc., Cincinnati, 
whiskies, gins, and cordials, has ap- 
pointed Frederick W. Ziv, Inc., Cin- 
cinnati agency, to handle its adver- 
tising. Liquor business publications 
and direct mail to wholesalers will 
be the principal mediums in a forth- 
coming campaign. 

The agency has also acquired the 
following accounts: TBA American 
Benefit Association, Universal Pro- 
tective Society and Prudence Mutual 


Benefit Association, mutual insur- 
ance companies; Ida Mae Shop, 
greeting cards, Kirgan’s Arcadia 


Farms, Inc., relishes and preserves; 
The Rubel Baking Company, and 
Banana Surprise, Inc., maker of a 
new device for filling unpeeled 
bananas with ice cream. 


A. B. C. Asks Cost of 


County Breakdowns 
The Audit Bureau of Circulations, 
Chicago, has asked its business paper 
members to furnish estimates on the 
costs to business papers of making 
breakdowns of their circulations by 
counties, in addition to the break- 
down by states now supplied. A few 
users of space in the business papers 
have requested the special break- 
down, according to the A. B. C. 


AGENCY DEVISES 
STANDARD FORM 
FOR NEWSPAPERS 


Erwin, Wasey Requests Dailies 
to Tell Local Rates 


New York, April 4.— Convinced 
that presentations of the physical 
and statistical facts of each news- 
paper should be standardized, in 
easily comparable form, in the same 
way that rate cards were standard- 
ized a few years ago, Erwin, Wasey 
& Co. have taken the first step to- 
ward attaining this end. 

A detailed questionnaire has been 
sent to every one of the daily news- 
papers in the United States of which 
there are now some 1,905, morning 
and evening editions included. 

Among the subjects upon which 
the advertising agency wishes com- 
plete information are circulation, 
local and national lineage carried, 
number and results of special sub- 
scription offers, and local as well as 
national advertising rates. 


FACTS 
ADVERTISERS 


FOR 


2 


3 


eo 


© 


LARGEST CIRCULATION—The Sunday 
Inquirer goes into 650,743 homes—more 
than ever before reached by any Penn- 
That’s reaching an 


sylvania newsnaner. 
enormous market. 


MORE COMPLETE 


tising than any other 
paper. 


MORE SALES FOR 
The Inquirer is the 


more sales and greater profits in the 


Philadelphia Market. 


Che Philadelphia Pnguirer 


“Pennsylvania’s Greatest Morning Newspaper” 


Inquirer, Daily and Sunday, is read by 
more families than ever before received 
any Philadelphia newspaper. 
dominating its market. 


GREATER -LINEAGE — The Inauirer, 
during the month of March, gained over 
284,000 lines and carried more paid adver- 


That’s evidence of its results. 


LOW ADVERTISING COST — The In- 
quirer, Daily and Sunday, dominates 
America’s third largest market at one of 
the lowest milline rates in the United 
States. That’s real economy. 


COVERAGE—The 


That’s 


Philadelnhia news- 


ADVERTISERS— 
straight road to 


SUNDAY 650,743 


Average net paid circulation for the six 
month period ending September 30, 1934. 


DAILY 295,735 


“We have standardized rate cards, 
so why is it not logical to have 
standardized presentations, possibly 
supplemented by letters interpret- 
ing to the space buyer the informa- 
tion listed on our form,” T. Norman 
Tveter, of the agency’s media de- 
partment, pointed out to ADVERTIs- 
ING AcE. “We claim that complying 
with this request will save the space 
buyer’s time, thereby enabling him 
to do a better job for his employer, 
client, and newspapers as well.” 


Tells Reasons for Requests 


In a letter accompanying each 
questionnaire, Mr. Tveter explained 
that the form is designed to get 
down on paper, in a standardized, 
easily comparable form basis, the 
physical and statistical facts as ap- 
plied to a newspaper. 

“It is particularly useful,” he de- 
clared, “when applied to a two or 
more paper market and need be pre- 
pared only once a year. Even in 
one paper cities it is useful as a 
market factor when presented in 
conjunction with the standard mar- 
ket and newspaper data forms of 
the Bureau of Advertising, American 
Newspaper Publishers Association, 
and the American Association of 
Advertising Agencies, which latter, 
by the way, is a handy, useful sta- 
tistical check on market and dis- 
tribution possibilities in any city.” 

Figures requested include popula- 
tion and number of families within 
corporate city limits, A. B. C. city 
zone, and city and retail trading 
zone; publication date; news ser- 
vices used; weekly carrier delivery 
price; A. B. C. or sworn circulation 
statement, with date, broken down 
by city zone and city and retail 
trading zone circulation, together 
with the percentage of coverage in 
the various zones. All types of 
special subscription offers, together 
with the number of subscriptions 
sold through each, and the total of 
arrears, are also requested. 

On the advertising side, the news- 
paper is requested to give both local 
and national open rates, with the 
corresponding milline rates, for eve- 
ning, morning and Sunday publica- 
tion, as well as a schedule of dis- 
counts. 


Why Local Rates Are Wanted 


“Particularly as applied to the 
local lineage picture,” Mr. Tveter 
asserts in the letter which accom- 
panies the questionnaire, “no space 
buyer or advertiser can most effec- 
tively use local lineage as a meas- 
uring stick or factor in judging 
newspaper values for a given prod- 
uct without also having complete in- 
formation as to rates, special co- 
operation, etc., which caused these 
lineage assignments by local adver- 
tisers. 

“If local lineage is to be sub- 
mitted to agencies and advertisers 
as an important factor in measuring 
newspaper values, then rates apply- 
ing should be given out the same as 
is available on national advertising.” 

The reverse side of the single-page 
questionnaire is given over entirely 
to lineage breakdowns, with figures 
requested for local, national, auto- 
motive, financial, classified and legal 
lineage, and numerous breakdowns 
under each of the display classifica- 
tions. The source of the lineage 
information is also requested. 


Kansas City Dry 
Goods Stores Unite 


A new organization, United Dry 
Goods Stores, Inc., has been formed 
in Kansas City, Mo., by 20 inde- 
pendent retail merchants handling 
dry goods, men’s, women’s and chil- 
dren’s furnishings and shoes. 

Organized primarily for coopera- 
tive advertising under the symbol, 
“UDG Stores,” the group may also 
buy some goods collectively. The 
group will stress high quality stand- 
ard brands, and as far as possible 
nationally advertised brands. Her- 
man Greenstein, wholesaler, 1229 
Walnut St., is secretary. 


Names Doremus & Co. 


The State Mutual Life Assurance 
Company, Worcester, Mass., has ap- 
pointed the Boston office of Dore- 
mus & Co. to handle its advertising. 
A test campaign will be run in Bos- 
ton. As results are analyzed, the 
— will be extended to other 
cities. 
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NARVELOUS FACE POWDER 


Gy eka g HARD HUDWUT, pasrLons of fons dca 


This poor old maid of 26 is ad- 
vised to cure her ills with Marvel- 
ous face powder, Hudnut product, 
in a new newspaper campaign 
which also stresses a double-your- 
money-back offer. 


New Lighting 
Spree Starts 
In Milwaukee 


Milwaukee, Wis., April 4.—Repeat- 
ing its sensational offer of 1934—an 
offer which has since been adopted 
by other utilities—the Milwaukee 
Electric Railway and Light Com- 
pany will again permit customers to 
burn all the electricity they wish 
during April and May, with the 
guaranty that their light bills during 
those months will be no higher than 
they were during March. 

The company has launched a cam- 
paign through newspapers, car cards, 
and direct’ mail to notify the public 
that it has again assumed the role 
of Santa Claus. 

Surplus hydroelectric current ob- 
tained by contract with the com- 
pany’s affiliate, the Wisconsin-Mich- 
igan Power & Light Company, will 
be brought here for the free service. 

Postcards have been mailed tothe 
company’s customers’ informing 
them of the date on which the free 
offer begins. In addition, news- 
papers and car cards are being em- 
ployed to promote the use of more 
electricity. 

“Take advantage of this offer,’ 
newspaper readers are being told. 
“It is your opportunity to enjoy 
unlimited use of electricity. See 
your electrical dealer. Buy that 
new appliance you have been want- 
ing and get two months’ operation 
of it virtually free. How about an 
electric range?” 

About 215,000 residence, rural and 
commercial lighting customers are 
eligible to benefit from the plan. 
Customers who do not increase con- 
sumption over that of March will 
be billed at regular rates. 

The average household last year 
used 50 per cent more current dur- 
ing the “gratis” months than in 
March, 1934. Patrons used some 
6,600,000 kilowatt hours of elec- 
tricity in April and May above the 
total used in March, and paid noth- 
ing for the extra current. 


Coal Association 


Launches Contest 


The Chicago Coal Merchants Asso- 
ciation has launched a prize contest 
in Chicago newspapers, offering 41 
cash prizes totaling $1,000 for “true 
experiences” in heating. 

The entrant must write a letter of 
150 words describing his “true expe- 
rience” in heating his building and 
why he thinks coal or coke remains 
the most economical and satisfactory 
of fuels. If he has had experience 
with oil or gas, he is asked to give 
detailed costs in comparison with 
coal or coke. 


WKBB Appoints 


Station WKBB, East Dubuque, III., 
has appointed the Northwest Radio 
Advertising Company, Seattle, as its 


representative in the far West. 
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First— 


at SANGER BROS. 


More women buying in this leading store read 


582 women buying in 9 departments of Sanger 
Bros., Dallas, Texas, department store were 
interviewed by representatives of Tracey-Locke- 
Dawson, Inc. 


93.1% said they read magazines regularly. 


Summary of Interviews 


Question No. 1: “What magazines do you yourself 
read regularly?” 


Question No. 2: “Of these magazines is there any 
one in whose advertising pages you 
have particular confidence?” 


Question 

No.1 No. 2 
Good Housekeeping 318 306 
American 170 34 
Ladies’ Home Journal 168 35 
Cosmopolitan 153 8 
Delineator 152 21 
McCall’s 139 23 
Woman’s Home Companion 134 29 
Pictorial Review 132 12 
Saturday Evening Post 115 44 
Collier's 93 4 


First 10 magazines only. Details of the survey in Sanger Bros. 
may be had upon request. This is but one of a group of surveys 
made by advertising agencies among women buying in 274 stores 
of all kinds in 20 cities. 31,520 women were interviewed, of whom 
14,728 were buying in 17 department stores. 


You will find in any good store that more 
women buying today read Good Housekeeping 
—and believe in its advertising pages. That’s 
why it is paying more advertisers to place 
more dollars in Good Housekeeping than in 
any other magazine. 


Good Housekeeping 


Good Housekeeping than any other magazine 
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Everywoman’s Magazine 


25c a copy; $2.50 per year 
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Neal Barrett Heads 
Oklahoma City Club 


Neal Barrett, of station KOMA, has 
been elected president of the Okla- 
homa City Advertising Club. Don 
Snyder, Southwestern Engraving 
Company, is vice-president, and E. H. 
Alexander, Smythe & Smythe, print- 
ers, is secretary. 

Newly elected directors are Tom 
Gordon, Standard Engraving Com- 
pany; E. A. Hamilton, C. R. An- 
thony Company; A. O. Fuller, Trave- 
Taylor Company; Paul Hoheisel, 
Oklahoma Gas and Electric Com- 
pany; Roxy Adams, Oklahoma Edu- 
cational Association, and Hugh 
Terry, station WKY. 


Wolff Resigns from 
Haghes, Wolff & Co. 


Ed. Wolff has resigned as treas- 
urer of Hughes, Wolff & Co., Inc., 
Rochester, N. Y., advertising agency, 
with offices in the Taylor Bldg. 

The agency will continue with the 
same name and address. F. A. 
Hughes, J. B. Hartnett, and John P. 
McCarthy will continue as officers 
and principals. 


Ford Dealer to Reese 


Thomas H. Reese & Co., Inc., New 
York, have been named to conduct a 
newspaper campaign breaking in the 
near future for the Ford and Lincoln 
Division of the Ford Motor Sales 
Corporation of New York. 


SURVEY TOTALS 
ADVERTISING OF 
VARIETY STORES 


Boston, Mass., April 4.—Harvard 
University has just issued a bulletin 
“Expenses and Profits of Variety 
Chains in 1933,” which discloses the 
total advertising expenditures of 
leading variety chains. 

The 28 variety chains reporting 
for 1933 to the Bureau of Business 
Research of the Harvard Graduate 
School of Business Administration 
operated 4,825 stores, in which they 
obtained an aggregate net sales vol- 
ume of $651,129,871. 

“After salaries and wages and 
tenancy costs, one ordinarily looks 
to find advertising as one of the most 
important classifications of expendi- 
ture in a retail business,” the report 
states. 

“For variety chains this is em- 
phatically not the case. Advertising 
for 1933 was the smallest expense 
classification, amounting on the aver- 
age to less than two-tenths of one 
per cent of sales.” The 28 firms re- 


porting spent a total of $1,119,640 
for advertising in 1933. 

The large companies did the least 
advertising in 1933, the bulletin 
points out. “As implied above, this 
is one of those kinds of retail busi- 
ness in which one may justifiably 
look for some relationship between 
the rent and advertising outlays,” the 
bulletin continues. “If location and 
display were not such important fac- 
tors in attracting patronage to vari- 
ety chain stores, presumably greater 
use would be made of advertising, 
and lower rates of rent a 
might be more usual.” 

While the advertising expense of 
the 28 variety chains accounted for 
seventeen one-hundredths of one per 
cent of aggregate net sales, the ad- 
vertising expense of the seven most 
profitable chains reporting expended 
only two one-hundredths of one per 
cent of aggregate net sales. Four 
of the seven most profitable chains 
of the group of 28 were relatively 
small, each having less than 75 
stores. The seven chains had over 
half the total number of stores and 
made more than half the aggregate 
net sales. 


Elected to Four A’s 


Dana Jones Company, Los Angeles, 
has been elected to membership in 
the American Association of Adver- 
tising Agencies. 


LEADIN 
LADIES 


YOU CAN'T BEA 


WOMAN-HATER 


You knowit’s the woman who buys. She’s your 


best friend. The women in WOR’s service area 


—a T billion dollar market—do the buying... 


just as they do anywhere else. But there is 


a difference. Their cosmopolitan interests— 


which WOR never forgets in its programs— 


make them leaders in public endorsement. 


Don’t neglect them. 


BAMBERGER BROADCASTING SERVICE, INC., NEWARK, N. J. 


ee 
CHICAGO... 
SAN FRANCISCO. 
Pe 


1440 Broadway, at Times Square 
William G. Rambeau Co., Tribune Tower 
William G. Rambeau Co., Russ Bldg. 
James F. Fay, Statler Building 


BACK TO PRIMERS 


A SPRING PRIMER 
For MoToRISTS 


deX% 
- 
Aw) 
‘This ls the un fi ~ 
It looks hot, does it not? 
But soon it will get « whole lot hotter 
This is an su-to-mo-bdile 


It has winter oil in it 
‘Let us hope it will not have winter oil in it much longer 
Because the hot sua does bed things to winter oi) 


‘This is the man who owns 
the ee ” 
Does he not look angry? ws 


Yes, but he has reason to be 

He has to pay « lot of money to get his car fixed 
Why does his car need fixing? 

Because he drove his winter oil too long 

Was not that silly of him? 

Why should you go there? 

To get your thin, dirty winter oil drained out 
And fine fresh new summer oil put in 


See the orange disc! 
It marks « place you should 
ge to at once 


This is Am-er-i-can money 

You can buy things with it 

You can buy Gulfpride Pena-sylvania Oil for 3 5¢ quart 
‘You can buy Guif-lube Motor Oil for asc a quart 


3) 


In 5 min-u-tes by this clock 600-Cee 
(If you have one of those smart small cars), 
Gulf will drain your diluted winter oil 
And put’in freth new summer oil 

ral 5 le A rT? 


How can they do it 10 quickly? 
Be-cause Gulf men are fast on their feet! 
It is beck-on-ing 


It is telling you to come 2 


It is telling you to come to a Gulf stat-ion.now 
We hope you will do it 

It is better to be safe than sorry 

Is not that the truth? 


Ome es nares co rrreanen me 


See the hand! 


Full three columns, this Gulf Re- 

fining Company advertisement 

which ran in Detroit newspapers 

last week is notable for its unusual 
copy and layout. 


Venida Beauty 
Week Displays 
To Be Nameless 


New York, April 4—Display ma- 
terial supplied dealers free by the 
Venida Company for use during the 
“hair beauty week” it is sponsoring 
the last week of April will not carry 
the manufacturer’s name. 

Venida has invited other manu- 
facturers of hair-beauty preparations 
to join in the promotion, the main 
purpose of which is to stimulate a 
consciousness of hair beauty for the 
benefit of drug, department and ten- 
cent stores. 

For the first time in 11 years, the 
sale of hair nets in 1934 increased 
substantially, Venida executives 
point out. This indicates a definite 
swing to long hair, and sales bene- 
fits for Venida, which manufactures 
bob pins, shampoos and wave sets 
as well as nets. Donahue & Coe, 
Inc., directs the Venida account. 


R. L. Brang Elected 


Raymond L. Brang, for several 
years associated with the Sperry 
Flour Company, San Francisco, has 
been elected vice-president of Gold 
Medal Foods, Inc. He will assume 
his new duties in Minneapolis in 
the near future. 


Appoints M. A. Cohen 


Harry Feigenbaum Advertising 
Agency, Philadelphia, has appointed 
Meyer A. Cohen, formerly of General 
Outdoor Advertising Company, as 
account executive. 


Hicks Agency Moves 


The Hicks Advertising Agency 
has moved to new quarters on the 
19th floor of the Empire Trust Bldg., 
New York. 


Listerine Shaving 
Cream Copy Runs 
In Sports Sections 


St. Louis, Mo., April 4.—Sports 
pages of newspapers in 113 cities 
will be used by Lambert Pharmacal 
Company in a smashing coast-to- 
coast campaign starting early this 
month, for Listerine shaving cream 
and styptic cotton. 

Copy will feature a special offer 
cwusisting of & tube of the shaving 
cream, 25-cent size, and a ten-cent 
box of Listerine styptic cotton, both 
for 25 cents. 

The company has announced to 
druggists that the special offer rep- 
resents “a bargain for your cus- 
tomers and 40 per cent profit for 
you.” 

Counter displays made available 
to dealers are in the form of baskets, 
topped by the figure of a man hold- 
ing forth the styptic cotton package 
and shaving cream. “It’s great for 
those pesky little cuts,” he says. 

The newspaper advertising will 
run through April and May, and part 
of June. Lambert & Feasley, Inc., 
New York, is in charge of the Lam- 
bert account. 


Buck Prints Speech 


Glen Buck, of the Glen Buck Com- 
pany, Advertising, Chicago, has pub- 
lished in booklet form the speech 
entitled “What People Want,” which 
he recently delivered before the En- 
gineering Advertisers’ Association of 
Chicago. 


Has Promotion Department 


A new sales promotion department 
under the direction of R. W. Frawley 
has been established by the Gulf 
States Steel Company, Birmingham, 
Ala. H. G. Bradford has joined the 
company as assistant sales promotion 


Federal Gets Plumb 


The Federal Advertising Agency, 
New York, has added Kenneth W. 
Plumb to its executive staff. Mr. 
Plumb for the past 11 years was with 
the Frank Presbrey Company, of 
which he was vice-president. 


Demand 
a5 6 TO Pati IN SUPPLY NERS 


Genuine 


TYPED LETTERS 


(Heeven Automatic) 


Th N Kf Mail Advertising 


Service 


Booklet ** Brass Rouclies.= I Free Easentioes 
19 Fifth Ave., Pittsburgh, Pa. jantis 1290 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 

LAYOUT AND LETTERING 

MEN'S FASHIONS AND 

PHOTO - RETOUCHING 


Dept. L. V.. 116 S. Mich. Blvd., Chicago 
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ADVERTISING AGE 


Down- Hill Marketing 


Sisyphus was condemned to an eternity of futility in 
Hades. Forever and ever he works at the task of rolling a 
huge stone from the bottom of a hill toward the top. He 
never gets there. As he approaches it, the stone slips and 
rolls to the bottom. 


Many advertisers are doomed to the same fate. They start 
rolling their goods from the bottom of the hill instead of 


the top. And neither stores nor merchandise like to be 
rolled up-hill. 


Goods will not roll from small towns into New York. 


They wll roll, swiftly and easily, from New York into 
the small towns. The sound merchandiser, therefore, 
captures the New York market first. 


Then in rapid succession several things happen. 


The alert buyers in the leading stores of 40 other prin- 
cipal trading centers buy. In their territory the major part 
of all retail sales are made; a predominant percentage of 
the sales of quality products. 


THE 


And the goods roll on, always flowing from the larger 
centers to the smaller, always rolling downhill. 


* * * 


Now there are many ways of taking the New York mar- 
ket. The New Yorker is only one. But The New Yorker 
not only starts the stone from the top of the hill—it gives 
it a grand shove on its way. 


It reaches the buyers in leading New York stores and 
in 40 other principal trading centers. These buyers—in 
New York or San Francisco, Cleveland or Los Angeles 
—know that whatever is advertised in The New Yorker 
will move quickly. So they buy. 


They know The New Yorker reaches their best custom- 
ers, the alert, articulate, responsive people who are always 
in at the start—and always pass on word of the good things. 


And that is the secret of The New Yorker’s exceptional 
power. It is the kind of magazine that is read by hair- 
trigger readers—nearly 90 per cent of them in New York 
and these other 40 principal centers. It moves goods nat- 


urally, easily, in the way they customarily go. It rolls 
downhill. 


NEW YORKER 


25 WEST 45th STREET « NEW YORK 


. . Ei - 
| Pe ’ 
{ Ce ean eae ae eae eae aaa aacecacaaaaccasacacaaaaaaasaccacaaacaccacccascaaaaceacccccccccccccccccccacamasl f 
nn 
— 9) (6, 
¢ | 7 
: Cc J Z | | 
A. a iyi Wy 
, + if } Ay) 
] 4 {| / ( : 
ee 
; Sy d ee 
, ces 
p, ( i} - ? eee 
ae 
) ae 
. _ gor ue 
— 4 1) hee 
Gad i a 
Y A cA is 
Y/ yt ae 
> ' / ee oe 
d i Yf/ eas 
| Y/0 Se oe 
| Yf (4 - es 
Vf / la x ae 
, f V she Ee 
| H,) > AD) . 
| | wl nf 5 : 
| } / / | U a 
q | / y | j 4 : 
y 
‘ | Mf if LA "i ce 
. Hf) 4! ee 
/] / S> / seen : 
ry /, // ff oveR &. ‘ hee 
y MAT x oe 
| Y) se 
(] ale 
. V/ ope 
= 0. SOGLOW , en 
ere 
alle,» 
‘ ‘ae 
ages? 
4 ee 
° wee 
l wie 
as 
dh juihet eas 
ae 
' ee 
ie = as 
eC 2 
' 
, { oA pees, 
aes tye 
P entail 
ceeeemerns ee : 
S| f 
‘ 
i : 
y 
eae aoe ee ee ets Sh chic eae, MRM Nn PRR oe CR Ck ce eer ee IR SN gph =o ee ee ee TOE Sie See alee dae RRC 2D BUM Sac Nin Opec cSt ar aaa 5 Mean we uate : 
ns 1 Oe Cg Se nes eae Nake saearas oh eae th Bre oS A a Ses amet es RG) RTM ee AL ce a 2 RON LA, he ieee eae ee WEES Bey be i Sy ee a biotate ate ae ae a aie: ¥. eae ot = 
Sea ey a She eee | oad ah tl "ia ee eae ie here ne ees GAC eae a, We er aot hs. ai cee Ra men eS, Das Be a ee a ac kor en Bac) ai teh < PS oe a 
EOL anh ee en Be oe ep ie RR CGP eeie ORR AR aaeye | ON SP MMR pCi Wa wR AS ea Rar A Say cal check ten ae OR elgg en cet aa ae Ss eS cet Reape) 22 ea or. oe ee ras RY Oe ee Se te ES SS Rt eres Teka! i 
ot ae ery Pech See Re ae a ee Tamra ps cs tere SO aya) a ae AG Ce eee os eee a LO ee ie ue Bea gS ae Ce eete. 
IR Be NR CE a ce Reg 0 a mae a ere 
OS ea ce <4 aie ait eaneee EPO Gorn es 72k hm Ye Sees er tue pe poe Spe RFS Re aE PR op pe gs) mepreneieremerttc, 5 0 Suid pao ree kT UMiE at oh wer CLS Ram a ee 0 MN SME een Some, Sind CN: O a, tN AER ee gee MRR ep ae AOR cL Re RET en Jeet Comune ee net: Hani Rie gimme ON Rae ice cree Ue Tee age. | eae 


16 


ADVERTISING AGE 


April 6, 1935 


The Age b yrint 


Y 
25 


“19,000,000 FAMILIES 
WILL NEVER BE 
PROSPECTS!” 


"tn Quality advertiser must re- 
member this fact: 19,000,000 family heads will 
never be prospects for world cruises, high-priced 
automobiles, quality building materials and large 


insurance policies. This, because their age-average 
is well under 30. They represent the Volume Mar- 
ket, but wot the Quality Market. They can’t spend, 
for they have not yet reached—the Age of Plenty. 


HE Quality Market is the market of Maturity 
—the livest, most profitable market. It in- 
cludes the higher executives of the big enterprises— 
men whose average age is over 40. They represent 
the Age of Plenty . . . comprising the people who 
can afford to buy what they want, when they want. 
And the Quality Group offers the “Quality Adver- 
tiser” 225,000 of these First Family homes, the 
average age of whose family heads is 40—dwellers 
in the Age of Plenty. 


907% state: “. . . advertisements in your magazines 
carry far more conviction than those im any other 


magazine entering our home.” 


32.7% state: “We neither read, nor subscribe 


to the so-called ‘mass’ magazines.” 


THE QUALITY GROUP 
Harpers Magazine - Scribners Magazine 
Current History Forum Magazine 
5Q7 FIFTH AVE - NEW YORK 


PRESTIGE COPY 
USED BY WALKER 
IN NEW EFFORT 


Veteran Employes to Tell 
Story for Distiller 


Peoria, Ill., April 4—A powerful 
and extensive new advertising cam- 
paign embracing copy featuring pho- 
tographic interiors of the plant and 
terse testimonials of plant veterans, 
has been released in an intensive 
effort to solidify company prestige 
and to introduce to the not-so-well- 
informed the name of Hiram Walker 
and its 77 years of continuous op- 
eration and experience. 

The newspaper and magazine copy 
which forms the backbone of the 
campaign will be augmented during 
the year by electric signs, window 
displays, bar displays, broadsides, 
mailing pieces, advertising novelties 
and dealer helps of all descriptions. 

Initial efforts appeared in the 
form of 600-line newspaper adver- 
tisements featuring the Hiram 
Walker blends, King of Clubs, 
Queen of Clubs and Jack of Clubs. 
The spring drive, now appearing in 
newspapers in wet territory from 
coast to coast and from Canada to 
Mexico, aims to develop the idea of 
the real old whisky taste of the new 
blends, the result, the company 
claims, of the fine stock and the ex- 
tensive experience of the largest and 
the most modern distillery in the 
world. 


Featured Items Vary 


In certain sections of the country 
newspaper copy is being used for the 
Hiram Walker bottled-in-bond prod- 
ucts, and in other sections the new 
Ten High straight whisky is the fea- 
tured item. 

A special campaign is now in 
preparation which will run in lead- 
ing cities and be addressed to ho- 
tels, restaurants, night clubs and 
taverns. The slogan for this new 
copy is “Bright and Fair Tomorrow 
if It’s Hiram Walker Tonight.” 

The magazine copy is largely in- 
stitutional in character and will en- 
deavor, through the use of photo- 
graphs of typical scenes in the plant 
and testimonial quotations of some 
of the older members of the organi- 
zation, to show the care with which 
all Hiram Walker whiskies are made. 

A typical testimonial, scheduled to 
appear at a later date, is that of 
Ed Wiseman, now superintendent, 
who has spent two score years in 
the distillery and testifies that “for 
41 years I’ve been seeing it through.” 
Beside a photograph of Mr. Wise- 
man sampling a bottling vat for a 
proof-test, the copy says: 


Many Magazines Used 


“Let’s walk out into the distillery. 
There those old-timers who grew up 
with Hiram Walker will tell you why 
our bonded whiskies are of such un- 
varying excellence. They’ll show 
you how carefully they check each 
step in the process, from grinding 
the grain to maintaining summer 
heat in the warehouse where the 
whisky slumbers to maturity.” 

Pages and half-pages will appear 
in Collier’s, Cosmopolitan, Esquire, 
Fortune, Golfing, Life, New Yorker 
and Time. In Field and Stream and 
Outdoor Life another type of copy, 
with a sports tie-up, is used. In both 
groups of magazines, Canadian Club, 
Imperial, Private Stock, Hiram 
Walker’s DeLuxe Straight Rye and 
Hiram Walker’s DeLuxe Straight 
Bourbon are the brands that are 
emphasized. 

A comprehensive drive on Hiram 
Walker gin is now in preparation 
and will open as soon as warmer 
weather arrives, according to com- 
pany officials. The copy will be de- 
signed to show why Hiram Walker 
does the largest gin business in the 
world. 

An interesting campaign was con- 
ducted among the liquor dealers 
throughout the country March 12 to 


THE PERSONAL TOUCH 


Youve 
GOT TO PAMPER 

WHISKY 
FROM THE START 


sos cate me chet ty ce tend ae 


ere 7 


JURAM WALKERS ~€ 
Thx abs 


Herum Malhers Creer 


The new Hiram Walker campaign 
will tell readers that it takes more 
than ageing to make good whisk 
—veteran personnel experience 
in every detail of the distilling 
process is equally important. 


15, on the subject of the huge stocks 
of bonded whisky owned and con- 
trolled by Hiram Walker. Hiram 
Walker salesmen from coast to coast 
called on dealers with proofs of an 
advertisement giving the facts about 
whisky stocks on the North Ameri- 
can continent. Each dealer visited 
was asked to vote whether publica- 
tion of the advertising would help 
him to sell Hiram Walker products. 
The result of the poll determined 
that the copy should be published. 


Copy Quotes Figures 


In some cities 1500-line space was 
used to drive home the message. 
In others 720-line space was used. 
The gist of the insertion was that, 
on the date of repeal, Hiram Walker 
owned and controlled the largest 
stocks of aged and mature whiskies 
on the North American continent, 
and that on the first of March, 1935, 
the company still owned and con- 
trolled the largest stocks of bonded 


whiskies—a total of 15,838,000 U. §, 
proof gallons, of which more than 
13,000,000 gallons are over four years 
old, this despite the tremendous 
withdrawals from bond for sales of 
bottled-in-bond goods and as base 
whiskies for the Hiram Walker 
blends. 

The copy carried the slogan, “Buy 
a Brand You Know from a Dealer 
You Trust.” A reproduction of this 
advertisement appeared in the March 
30 issue of ADVERTISING AGE. 

Besides the prominent electric 
spectaculars which light the broad 
ways of many of the larger cities, 
the company has provided the sup- 
port of an extensive array of dealer 
helps, the most popular of which is 
a cocktail and mixed drink recipe 
book which has had wide distribu- 
tion and is still, the company says, 
subject to heavy demand. It is 
known as “The Essential Guest” and 
contains directions for the making 
of 49 cocktails and mixed drinks. 

Another important dealer help, offi- 
cials say, is the Canadian Club book 
match, of which seventeen million 
were distributed during the year 
1934. The design was said to be one 
of the most attractive of the entire 
year. It contained an advertisement 
for Canadian Club and on the inside 
was printed a series of cocktail reci- 
pes, using cartoons and conversa- 
tional style in balloons. 

Other attractive novelties and 
dealer helps, window displays, bar 
displays, broadsides and promotion 
work are in circulation and a new 
line is in preparation. 

Fletcher & Ellis of New York are 
placing the newspaper copy, while 
magazine advertising is handled un- 
der the direction of Campbell-Ewald 
Company of Detroit. 


Missouri Bill Hits 
Business Bureaus 


A bill has been introduced in both 
houses of the Missouri legislature 
which would require organizations 
giving out reports, including credit 
reports, to post a surety bond of 
$50,000. 

Better business bureaus, chambers 
of commerce, associations issuing 
reports as to rating, standing, or 
credibility in general, would be 
affected by the bill. 


JOHN BLAIR 


GREIG, BLAIR & SPIGHT, INC. 


ANNOUNCE A CHANGE OF NAME AS OF APRIL 1, 1935 


TO 


THE OFFICES AND PERSONNEL 
REMAIN UNCHANGED 


& COMPANY 


STATIONS REPRESENTED BY JOHN BLAIR & COMPANY 


Location Station 
Cuicaco, ILLINOIS WGN* 
CoLumsus, OHIO WBNS 
Des Mornes, Iowa KSO 
Des Motnes, Iowa KRNT 
Detroit, MICHIGAN wwdJ 
Kansas City, Missournr WREN 
Los ANGELES, CaLir. KNX 
New York City, N. Y. WMCA 


*Represented on the West Coast. 


Fort WortH KTAT 
DALLas KRLD 
DaLias WRR 

San ANTONIO KTSA 


BEAUMONT 
Littte Rock 


KFDM 
KLRA 
Wicuita Fats 


CxIcaco 


520 N. Mich. Ave. 
Superior 8660 


New Yorx 


842 Madison Ave. 
Murray Hill 2-6084 


Wartertoo-Cepar Rapips, Iowa 
**Represented in territory outside New York. 


Souruwest Broapcastinc System 
BASIC STATIONS 


SUPPLEMENTARY STATIONS 


Location Station 
OmaHa, NEBRASKA wow 
PHILADELPHIA, Pa. WIP 
PHOENIX, ARIZONA KTAR 
Rocnester, NEw York W HEC 
St. Louis, Missourr KWK 
St. Paut, MINNESOTA KSTP** 
Satt Lake City, Uranh KDYL 


San Dreco, Catirornra K FSD 
WMT 


AUSTIN KNOW 
Waco WACO 
OxtaHoma City KOMA 
Houston KTRH 
SHREVEPORT KWKH 
AMARILLO KGRS 
KGKO 
Derrorr San Francisco 
New Center Bldg. 485 California St. 
Madison 7889 Douglas 3188 
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: WITH V-8 POWER 
andF ORD: ECON OM® 


“WITH V-8 POWER 
and FORD ECONOMY 


: Again automotive showmanship writes 
new chapter in advertising and selling. For. 


combined—a permanent and continuous 
motor car exhibit that exposes the car itself 


in the Central studios, in collaboration with 
~ the Cleveland office of sone umanaeaias: 
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Y Fawcett 


Fawcett Fiction Unit 
000.000 , 


Fawcett Women’s Group Now 
Ith Largest Guaranteed Crreusa 


— 


Two million women customers, averaging 25 years of 
age, in a perfectly balanced group of women’s maga- 
zines, combining an important new movie unit of a 
full million circulation and a new fiction unit of equal 
size—that is what Fawcett Women’s Group can give 
you now. 

First in the women’s-group field to guarantee two 
million circulation, Fawcett Women’s Group is concen- 
trated in that age-bracket from 20 to 30, when women 
are learning to buy and most eager to learn about 
new items. 


L/) 


Largest in guaranteed size in its field! — selecting 
the most responsive type of readers!—lowest in guar- 
anteed cost!—yet even that is not all. 

If you act before June 20th, closing date for Sep- 
tember, 1935 issues, you can buy this group at the 
current rate of $2670 per page—an actual cost of 
only $1.34 per page per thousand. 

Act now. Take advantage of this latest proof of 
Fawcett Women’s Group’s continuing growth. You'll 
find that its low rate is but one of many reasons 
why leading advertisers put it first on their lists. 


June 20th Last Day For: Protection At Present Rates: $2670 Per Page... 
$1.34 Per Page Per Thousand For This 2-Million Group 


NEW YORK: 1501 Broadway 
LOS ANGELES: 536 South Hill St. 


CHICAGO: 360 N. Michigan Ave. 


MINNEAPOLIS: 529 S. Seventh St. 
SAN FRANCISCO: 1014 Russ Building 


ective Sept9P issues 


Motion Picture . . Movie Classi¢ 
Book . . Screen Play . . He 


The first million-circulation movie magé2#punit! 
... the page rate is lower, per thousand, Ufany | 
movie magazine or group of movie mages i 
field. If you reserve this unit alone now, YOM bu 
million all-movie circulation at $1750.04 p 
$1.75 per page per thousand. 


New Rates Effective September, 1¥ls 


Page Rate . $1850.00 1 Column -f%5,0 
2 Columns -1250.00 Line Rate. +} 4,5 


LOWEST COST HERE, ™0! 
Guaranteed Rate Per Page Per Thou, ¢ 
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“LOVE STORMS THE HEART OF MARGARET SULLAVAN 


ye et 


Confessions 
jlo * & ~~ 


CENTS 


CHariss LaucuTow’s Personal CHOICE FoR ACADEMY AWARDS 


\ ai 


Guaranteeing 2 million circulation in one wo- 
men’s group is not the only Fawcett scoop! For 
the first time a really economical combined 
group set-up has been evolved. For the first time, 
too, it is possible to buy 2 major women’s units, 
each of which employs an entirely different edi- 
torial appeal to reach its individual type of 
audience. Each of these two units concentrates 
on one of the two all-important appeals which 
most of all select young women, with full family 
buying power, who are just now learning brand 
preferences. The 2-million-circulation 

Fawcett Women’s Group is actually 
a combination of two well-de- 

fined units, each enjoying 
a million circulation in its 
own right. One is Fawcett 
Screen Unit—the first all- 
movie group of a million 
circulation guaranteed... 


2,000,000 TOTAL, 
FAWCETT WOMENS 
GROUP 


The other is Fawcett Fiction Unit, also of one 
million guaranteed circulation. 


Through this set-up, advertisers can buy either 
the complete Fawcett Women’s Group, or which- 
ever of the two individual units suits his needs. 
For the first time, it is possible to buy part of a 
major group, and still get true “group economy” 
in the line rate. 

And yet the two units blend perfectly into one 
group—for they both reach the most responsive, 

- most impressionable market you can find. Each 
is built around that all-important‘‘true- 
life romance” which appeals to young 
women. Don’t wait until June 
20th! Consult the figures 
shown here—then get the 
complete facts from 
the nearest Fawcett 
office and get in your 
reservation. 


thon in the Young Women’s Marker 


LION CIRCULATION GUARANTEED 
is Perfectly Balanced Group — 


000,000 
in FAWCETT 


FICTION UNIT 


True Confessions . . Romantic Stories 
Romantic Movie Stories 

A solid million circulation devoted to fiction whose 
“real-life” romance appeal builds up the most responsive 
mass-market audience. Guaranteed cost is lower per 
page per thousand than any women’s fiction magazine 
or group in the field. Reserved alone now, delivered 
cost per page per thousand will be only $1.75, based on 
$1750.00 per page. 

New Rates Effective September, 1935 Issues 


Page Rate . $1850.00 1 Column . $625.00 
2 Columns 1250.00 Line Rate. . 4.50 


AGAIN LOWEST! 
Guaranteed Rate Per Page Per Thousand, $1.85 
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April 6, 1935 


HYDROX OPENS 
STORY CONTEST 
FOR CHILDREN 


National Dairy Unit to Award 
Free Ice Cream 


Chicago, April 4.—A sales promo- 
tion plan capitalizing on children’s 
interests in relating their own ex- 
ploits, and their craving for ice 
cream, has just been inaugurated in 
this area by the Hydrox Ice Cream 
Corporation, Chicago, a subsidiary 
of National Dairy Products. 

Basically, the sales promotion plan 
is a weekly contest for boys and 
girls of the Chicago area, in which 
prizes of free ice cream are offered 
for the best stories written by these 
boys and girls. Several unique fea- 
tures have been incorporated in the 
contest. 

The contest was introduced in a 
black and white advertisement in 
the Chicago American. Henceforth, 
the campaign will be carried through 
the medium of full color pages 
weekly in the Comic Pictorial, the 
16-page comic tabloid with the Sat- 
urday issue of the Chicago Ameri- 
can. 

Two kinds of stories may be sub- 
mitted by boys and girls: (1) the 
most interesting personal adventure 
the entrant has ever had; and (2) 
the finest deed any other boy or girl 
has performed. 

Each week the best story will be 
handed over to the newspaper's car- 
toonist, Emil Zlatos. He will illus- 
trate the story in a full color car- 
toon strip, “just as it happened.” 
The first picture story will appear 
April 6. 


Organize a “Council” 


Another unusual feature is the 
manner in which the prize winners 
will be determined. The contest 
stories will be judged by the boys 


and girls of Chicago, through the 
organization of what will be known 
as the Hy Council. 

The Hy Council will consist of 
representatives from such groups as 
the Boy Scouts, Girl Scouts, Junior 
Y. M. C. A., Chicago Boys Club, 
Camp-Fire Clubs, and the Off-the- 
Street Club, Chicago advertising’s 
pet charity. 

Each member of the Hy Council 
will be paid two dollars weekly for 
the work involved in judging juve- 
nile Chicago’s efforts in story writ- 
ing. 

A total of 1,003 prizes will be 
awarded each week. First prize will 
be free ice cream every week for six 
months, an offer expected to arouse 
considerable excitement among chil- 
dren. 

Second prize will be free ice cream 
every week for three months, while 
the third prize winner will receive 
free ice cream every week for ore 
month. In addition, the winners of 
the first three prizes will have their 
photographs taken by the Chicago 
American. 

For the next best 1,000 stories 
sent in 1,000 “special merit’ prizes 
of free ice cream will be awarded. 
Besides the prize offers the company 
will invite theusands of boys and 
girls to free ice cream parties at the 
Hydrox plant this spring. The Hy 
Council will help to make up the 
invitation list. 


Harry V. Davis Joins 


McJunkin Company 


Harry V. Davis has joined the 
McJunkin Advertising Company, Chi- 
cago, as vice-president. For a num- 
ber of years he was associated with 
the George S. May organization in 
the industrial management field. 

Mr. Davis was formerly associated 
with Henri, Hurst & McDonald, Inc., 
and Mitchell-Faust Advertising Com- 
pany, Chicago agencies. 


Belknap Joins Vienot 


Warren H. Belknap, who has been 
associated with Bresnick and Solo- 
mont, Boston advertising agency, will 
join Carl G. Vienot, Inc., also of Bos- 
ton, to head a creative service de- 
partment, in charge of plans, re- 
search, and copy. Mr. Belknap was 
formerly with Young’s Advertising 
Agency, San Francisco. 


The SALE of 
TWO CITIES 


Pay for 1... GET 2! 


Our rate structure is based on our cov- 
erage for ONE city . . . yet we deliver 
complete coverage for TWO! 


KSTP is now—as it has been for many 
years — the Dominant Station (with 
50.1% of the total radio audience) in 
the 9th. U. S. RETAIL MARKET, the 
metropolitan area of St. Paul and Min- 
neapolis where 74.3c of every retail dol- 
lar in Minnesota are spent! 


To get this coverage would require at 
least one newspaper in each city—at a 
combined rate of $1.45 per thousand 


circulation. 


KSTP’s rate per thousand 


circulation is 25c! 
The conclusion—it would seem—is OBVIOUS! 


DOMINATES THE 9™* U. S. RETAIL MARKET 


General 
apolis, Minnesota, or to 


Our 
New York—Paul H. Raymer Co. . . 
Chicago, Detroit, San Francisco—John 
Blair & Co. 


For further details write to: 


Sales Office, KSTP, Minne- 


NATIONAL REPRESENTATIVES: 


THE CUSTOMER IS ALWAYS RIGHT, SAYS BOND 


ANNOUNCING! FOR WASHINGTON 
FRESHER 
Bond Bread 


REPORTS FROM “FACT-FINDERS” 
DETERMINE KIND OF LOAF 
CONSUMERS WANTED 


78% of Women Said, “We Want Our 
Bread... Fresher!” 


Last-Minute Baking and “Timed” 
Delivery to Stores Guarantee 
Fresher Loaves 


MONEY-BACK GUARANTEE NOW ns 
von 
= 


‘We thought we knew afl about what men | © 
ane women wanted in bread But we over- 
looked one thing. Women “fact-finders™ 
proved i recently in a door-to-door investi- 
Eation of breed wants. 

We thought, Decause guaranteed-pure 


ADD NEW 
GUARANTEE 


Bond is « best-seller in Washington, it 
should eaturaily be what everybody 
wanted But—no. The “fact-finders” told 
us what women wanted was somethi 
more they wanted FRESHER bread! 
So we decided to give them exact!y what 
they wanted a freaher loaf of Bont Bread. 


WHY BOND BREAD IS NOW 
A FRESHER LOAF 


Dy coats wt Mere te git yee we knew what womenwames | 


When 43.0% 
Bet we dete henitate wen belpee us make Bond the 


ad ¥ 
mr 


BOND MADE 
FRESHER...EXACTLY 
AS “FACT-FINDERS” 


“Se THIS GUARANTEE 
seiner ON EVERY LOAF 


Always guaranteed pure 
..» NOW guaranteed 


SFRESHER 


TODAY BUY BOND... ALWAYS THE FINEST TASTING LOAF MONEY CAN BUY 


When 43,040 housewives told General Baking Company's "fact find- 

ers" that they wanted fresher bread, General instituted "last-minute 

baking" and "timed delivery" to give it to them. And then it told 

Washington housewives of the innovation with this full newspaper 
page, which appeared last week. 


2nd Air Show 
Is Added for 
Johnson Wax 


Chicago, April 5.—Launching their 
second big network show, S. C. 
Johnson & Son, Racine, Wis., manu- 
facturers of Johnson’s floor wax and 
auto wax, will introduce Fibber 
McGee and Mollie, a new comedy 
team, to the airlanes over an NBC- 
WJZ coast to coast network Tues- 
day, April 16, at 10 p. m., EST. The 
program will originate at Radio 
City, New York. 

“The House by the Side of the 
Road,” Sunday afternoon program 
starring Tony Wons, which Johnson 
has sponsored for some two years, 
will be continued. It also will be 
broadcast from New York commenc- 
ing April 14, instead of from Chi- 
cago, as heretofore. 

The new Johnson program, which 
will use a half hour, will feature, in 
addition to Fibber McGee and Mollie, 
Marcelli and his orchestra and 
Ronnie and Van, comedy team which 
appears regularly on the Wons 
show. 

With the advent of the second 
Johnson show, “The House by the 
Side of the Road” will concentrate 
on floor wax, and the new show will 
advertise automobile wax. 


Hupfel Beer Plans 
Large N. Y. Drive 


In a drive for leadership in the 
New York market, Hupfel’s beer, re- 
introduced a year ago, will begin an 
intensive local campaign early in 
April to continue through the spring 
and summer months. 

Newspapers, outdoor advertising, 
and one magazine will be used. 
Twenty-one newspapers in New 
York, New Jersey, and Westchester 
are scheduled. Selected high-spot 
painted bulletins and 24-sheet posters 
will make up the outdoor phase of 
the campaign while the metropolitan 
edition of The New Yorker will give 
added coverage of the market. J. M. 
Mathes, Inc., New York, is the 
agency. 


Takes More Space 


An increase of 80 per cent in the 
personnel of the Roland Company, 
offering an art service for advertis- 
ing agencies, has resulted in two 
successive leases of additional space 


in the RKO Bldg., Rockefeller Cen- 
ter, New York. 


A. M. S. Elects Officers 


Allan Rood, of Fuller & Smith & 
Ross, Inc., was elected president of 
the Cleveland chapter of the Ameri- 
can Marketing Society at its annual 
meeting March 16. 

B. J. Brooks, B. F. Goodrich Rub- 
ber Company, was elected vice-chair- 
man, and O. J. Marsh, professor of 
marketing at Cleveland College, was 
chosen secretary. 


—$— 


Store Seizes Upon 
Robbery to Play 
Up Quality Angle 


Chicago, April 4.—It was some. 
what disconcerting for Peck & Peck 
to find that their new shop had been 
robbed of all its Spring fashions, 
but, far from despairing, the store’s 
managers turned their predicament 
to advertising profit. 

“We’ve Been Robbed—by burglars 
of impeccable taste,” was the head- 
line of the exclusive Chicago store’s 
newspaper advertisement Tuesday, 
which declared: “We were flattered 
and flabbergasted too! For on last 
Saturday night, our new Michigan 
Avenue shop was entered and all its 
fine spring fashions carried off as 
loot. 

“We're flattered because our noc- 
turnal visitors chose Peck & Peck 
to do their shopping,” copy contin- 
ued. “And flabbergasted because 
they hardly left a stitch of clothes 
for our customers to buy.” 

The store telegraphed for replace- 
ments at once, and now has an en- 
tire new collection of town and 
country clothes on hand, readers 
were assured. 


Obtains Patents on 
Multi-Color Press 


Seventeen patent rights on a new 
type of multi-color printing press, 
which prints two or more colors, 
have been obtained by Harry Wil- 
lett, 1361, N. Delaware St., Indian- 
apolis. 

The press makes possible printing 
in multi-color on any type of ma- 
terial from Cellophane to tin, ac- 
cording to Mr. Willett, who expects 
to manufacture the new type of press 
in Indianapolis. It is equipped with 
a synchronizing bar. 


Appoints Metcalf 


George T. Metcalf, Providence, R. 
I., advertising agency, has been ap- 
pointed to handle the advertising ac- 
count of the Foster Machine Com- 
pany, Westfield, Mass., maker of 
textile winding equipment for cot- 
ton, worsted, silk, and synthetic 
yarns. Textile business publications 
will be used. 


Any IcE TODAY, LADY? 


Eskimos would be mighty poor prospects for an ice 


manufacturer. 


Even his star salesmen couldn’t budge 


them. And sending salesmen to call on poor prospects 


isn’t being done. 


Yet, what about your printed salesmen, your newspaper 


advertisements ? 


How many live prospects do they 


reach ... how many Eskimos? For after all, when it 
comes to actual sales results, it isn’t the number of 
people your salesmen contact . . . it’s the kind of people 


that counts! 


That the EVENING LEDGER reaches the right kind 


of people in Philadelphia . . 


. people who have money to 


spend and who are spending it regularly for advertised 


products. . 


. is definitely revealed by the experience of 


local retail merchants. Because it does a far better selling 
job for them, they place a far greater proportion of their 
advertising in its pages. What it is doing for them it will 
do for any advertiser willing to look beyond mere circu- 
lation figures for the more important factor of RESULTS! 


PHILAD 


ELPHIA 


EVENING PUBLIC LEDGER 


More news for readers ... . 


more sales for advertisers 


REPRESENTATIVES: 
NEW YORK: 
CHICAGO: John E. 


Hugh Burke, 60 E. 
Lutz, 180 North Michigan Avenue 


42d Street 
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FEATURE LABEL 


of The American Institute of 
Fair Competition . . . . 


Im answer to the demand of Independent Retailers 


thet this label 

will herealier appear on every package of eur goods 

The Amercam Ineome of Fair Competnion pre revere all labels on hand and dmremionr thew 
Nneere eotaties the rede 
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How bit manufacturer is promot- 
ing new Institute. 


“CANT SELL T0 
ALL RETAILERS,” 
SAYS INSTITUTE 


Dayton, O., April 4.—With forma- 
tion of the American Institute of 
Fair Competition, manufacturers 
confining their distribution to inde- 
pendent dealers and jobbers have 
developed a unique plan to assure 
these outlets that they are selling 
only products made by their friends. 

The Institute, which will “act as 
an audit bureau of manufacturers’ 
policies,” will issue to qualified man- 
ufacturers serially numbered permit 
labels to be attached to goods. These 
labels will certify that the manu- 
facturer of the product is “100 per 
cent with the retailer in his fight 
against unfair competition.” 

Offices of the new organization are 
in the Mutual Home Building. B. M. 
Hiatt is president; R. F. Ohmer, 
vice-president and treasurer; and 
Rowan A. Greer, secretary. 

The Irwin Auger Bit Company, of 
Wilmington, O., which has been wag- 
ing a bitter war against Sears, Roe- 
buck & Co., is one of the founders 
and first members of the new insti- 
tute. H. M. Swain, vice-president of 
the Irwin company, said that the 
movement, if supported by independ- 
ent retailers, will force manufactur- 
ers to confine distribution to some 
single type of outlet and “prevent 
manufacturers from using the unfair 
methods that some have used in the 
past.” 

Much Support Gained 


Mr. Swain continued: 

“The great majority of jobbers of 
the United States have pledged their 
support to the plan of an identifica- 
tion label. A great many state asso- 
ciations have also pledged support.” 

Irwin Auger Bit Company, among 
others, is featuring the new plan in 
its trade paper advertising. In an- 
nouncing the campaign, it pointed 
out that while jobbers have been 
familiar with the distribution meth- 
ods of various manufacturers, many 
retailers have not possessed this in- 
formation. 

“It is the essence of this system,” 
said the company, “that the manu- 
facturer is not obligated to sell ex- 
clusively through the wholesaler- 
retailer channel, but may sell 
through any other channels at any 
time he pleases and that there shall 
be entire freedom to merchandise as 
he pleases provided the truth is al- 
ways told as to his channels of mer- 
chandising.” 


Electrographic Adds 
Pacific Coast Unit 


Electrographic Corporation, New 
York, has added a foundry at San 
Francisco to the chain, which has 
units in New York, Detroit, Chicago 
and Indianapolis. 

The new division will be known as 
the American Electrotype Company, 
and will be headed by John F. Kelly 
as president. 


Will Publish 


“Camping World” 

The Camping World Publishing 
Company, 11 E. 44th St., New York, 
will publish a new magazine named 
Camping World, with a guaranteed 
circulation of 5,000 copies among di- 
rectors and owners of private, insti- 
tutional, and adult camps through- 
out the country. The first issue will 
appear April 15. 

L. Noel Booth is editor and pub- 
lisher. Lee Robinson, who was as- 
sociated with the Bill Bros. Publish- 
ing Corporation, New York, for 22 
years, is business manager. 


Joins S-B-G 


John W. Brown, artist formerly 
with the Green Studios, Cleveland, 
has joined the Seaver Brinkman 
Gerstenberger Advertising Agency, 
Cleveland. 


Conoco Trucks 
Carry Reprints 
Of Advertising 


Dallas, Tex., April 4.—Backing up 
its advertising in 1,363 daily and 
weekly newspapers, the Continental 
Oil Company, Ponca City, Okla., will 
place reprints of its newspaper ad- 
vertising on Conoco cars and trucks 
in 40 states throughout the spring 
months. 

The stunt has been designed to 
make every Conoco advertising dol- 
lar do double duty. It is being used 
not only to call the public’s atten- 
tion to the Conoco campaign now 
running in newspapers, but also to 


remind Conoco dealers of the large 
numbers of motorists who read 
Conoco advertising. 

It is estimated that more than 
3,000 company-owned and operated 
cars and trucks will carry the re- 
prints. It is expected that many of 
the 22,000 Conoco dealers will also 
take part in the stunt. 

Since 1934, an increase of 60.4 per 
cent has been made in sales of 
Conoco germ processed motor oil. 
The Dallas office of Tracy-Locke- 
Dawson, Inc., handles the Conoco 
account. Wesley I. Nunn is Conti- 
nental’s advertising manager. 


Joins Hecht Company 


Helen L. Slater has been appointed 
executive assistant to Louis 
Schecter, sales and publicity director 


of the Hecht Company, Washington. 
Miss Slater, who was formerly with 
N. W. Ayer & Son for five years, will 
supervise preparation of newspaper, 
direct mail, and radio advertising. 


New Louisville 
Daily Gets Charter 


Articles of incorporation of a new 
Louisville newspaper, to be known 
as the Louisville Daily News and 
Enquirer, were approved recently at 
Frankfort by the Secretary of State. 

The publishing company has an 
authorized capitalization of $350,000. 
Fifty per cent of its authorized stock 
has been subscribed. Publication 
will start in about 90 days. The 
newspaper will be published every 
morning, and possibly will enter the 


B.| afternoon field at a later date. It 


will be a Democratic newspaper. 


®POPULAR FALLACIES OF ADVERTISING 


“Cut Out the Advertising and Reduce 


Your Prices!” 


Do the people who make this remark 
... and you hear it often .. . actually 
believe what it implies? If so, they be- 
lieve that the volume of any product 
sold, the cost of selling it, and the profit 
return will be just the same without 
advertising as with it. 

»Let’s see how that assumption works 
out with one of the most useful and pop- 
ular of all products—electric refriger- 


ators. 


Advertising sold the idea of mechani- 
cal refrigeration—its convenience, its 
economy, its food preservation superiori- 
ties. It is doubtful that very many 
electric refrigerators would have been 
sold without this educational influence, 


this trail-blazing. 


» In 1922, there were two national ad- 


vertisers in the 


business. That year, 18,000 refrigerators 
were sold for approximately $8,555,000— 
an average price of $475 per refrigerator. 

In 1933 . . . eleven years later... 


there were nine 


in the electric refrigeration business, and 
in that year 1,080,000 refrigerators were 


electric refrigeration 


national advertisers 


AS an advertising man you resent 
unfair attacks upon the integrity 
of your profession. You appreciate 
a defense like this spread before 
260,000 fellow business men, your 
clients. QEvery business suffers 
likewise from fallacious thinking— 


popular 


coal, ice, banks, railroads, whole- 
salers. They likewise esteem a 
stout defender. QFor 20 years 
NATION’S BUSINESS has fought 


fallacies of every busi- 


ness. That is one reason why it . 
holds the loyalty of its readers. 


sold for approximately $183,600,000— 
an average price of $170 per refrigerator. 

Here you see that the manufacturers 
who believed in the power of national 
advertising to build business have had 
their national advertising—and, at the 
same time, those who contend for lower 
prices have their way, also! 


+3 NATION’S BUSINESS 


260,000 CIRCULATION 


PUBLISHED MONTHLY AT WASHINGTON BY THE UNITED STATES CHAMBER OF COMMERCE 
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ADVERTISING AGE 


April 6, 1935 


GAS- ELECTRIC 
REFRIGERATION 
WAR IS. WAGED 


Attack on Electrolux Starts 
Local Battle 


Birmingham, Ala., April 4.— The 
Birmingham Gas Company used 
large space in Birmingham news- 
papers last week critizing efforts 
being made “to discredit Electrolux 
in order to sell other makes of re- 
frigerators.” 

The trouble arose when copies of 
a news story out of New York were 
circularized on letterheads of the 
Birmingham Electric Refrigeration 
Bureau. 

The news story related how a de- 
pressed woman, suicide bent, turned 
on the jets on a gas stove. The pilot 
light on a gas refrigerator ignited 
the escaping gas from the stove, 
causing an explosion which tore a 
hole in the wall of a 19-story apart- 
ment building. t 

Officials of the Birmingham Gas 
Company demanded an apology from 
the Electric Refrigeration Bureau. 
The latter called in all letters and 
invited the gas utility to become a 
member of the bureau. This, how- 
ever, failed fully to satisfy the gas 
company, which took quarter-page 
space in the newspapers to present 
the case for its refrigerator. 


Takes Newspaper Space 


The gas company’s advertising de- 
clared that the bureau letter had 
quoted only two paragraphs of the 
newspaper story, and that prospec- 
tive buyers of refrigerators “erron- 
eously have been taking the letter 
to mean that a gas refrigerator 
caused the explosion.” 

“In New York City, the most highly 
competitive market in the world, 
Electrolux gas refrigerators stand 
out as first choice by a wide margin,” 
said the gas company’s copy, which 
went on to point out that the gas re- 
frigerator had been approved by the 
National Board of Fire Underwriters 
and other authorities, and that a 
half million Electrolux gas refrigera- 
tors are in use in all sections of the 
country, giving perfect satisfaction. 

The Electric Refrigeration Bureau 
made no reply to the gas company. 


Announce Winners of 


Doolittle Competition 


Don Kielty, Minneapolis, and Rod- 
ney M. Ruth, Chicago, have been 
announced as winners of the art com- 
petition conducted by Doolittle & Co., 
Chicago advertising agency, to fill 
two new positions in the agency’s art 
department. 

More than 200 young artists en- 
tered the contest. Mr. Kielty is a 
graduate of Commercial Art Acad- 
emy of Minneapolis. He was for- 
merly associated with Buzza Art 
Publishers of that city. Mr. Ruth, 
a graduate of the Chicago Academy 
of Fine Arts, formerly drew men’s 
fashions for Capper & Capper, Chi- 
cago. 


Gill to Charchill-Hall 


L. Edwin Gill, formerly vice-presi- 
dent in charge of traffic for Eastern 
Air Lines, Inc., has joined Churchill- 
Hall, Inc., New York, as vice-presi- 
dent in charge of the aviation de- 
partment. A Mississippian, he oper- 
ated his own agency for 16 years 
prior to becoming Eastern Air Lines 
advertising director in 1930. 


Strom Joins “Billboard” 

C. M. Strom has left A. T. Sears 
& Sons, Inc., radio station represen- 
tative, to join the sales department 
of The Billboard. Mr. Strom was for- 
merly associated with Home Circle, 
and with Nelson Chesman & Co., 
Chattanooga advertising agency. 


J. E. Blaine Dies 


John E. Blaine, 59, treasurer of 
the Globe-Wernicke Company, Nor- 
wood, O., died March 27 at his home 
in Norwood. He had been associated 
with the company for almost 40 
years. 


Gallup Returns to 
Columbia Pictures 


George Bruce Gallup will return 
April 8 to the post of direetor of ad- 
vertising, publicity, and exploitation 
of Columbia Pictures, New York, 
which he left to become account 
executive and vice-president of Don- 
ahue and Coe, Inc., New York. He 
succeeds Herschel Stuart, who re- 
signed recently, 

Mr. Gallup has been in charge of 
New York and national advertising 
at Donahue & Coe for several mo- 
tion picture accounts. 


With Wasey 


Jimmy Cannon, newspaper column- 
ist and feature writer, has joined 
the copy staff of Erwin, Wasey & 
Co., New York. 


Laird Writes 
Another Book 
On Psychology 


New York, April 3.— Donald A. 
Laird of the Psychological Labora- 
tory, Hamilton, N. Y., has written a 
new book, “What Makes People 
Buy,” which has been published by 
McGraw-Hill Publishing Company. 

Like most psychologists, Dr. Laird 
finds difficulty in giving advertising 
men and sales managers information 
that can be turned to practical effect. 
The train of thought of the consumer 
is so tortuous that the reader is 
likely to be nearly as bewildered at 


the end of the book as at the be- 
ginning. 

Here, however, are a few provoca- 
tive gems from Dr. Laird’s new 
volume: 

“The average person is crying in- 
wardly to be taken seriously. There- 
fore there is a serious question as 
to whether humorous advertisements, 
illustrated by well known cartoon- 
ists, are not out of step with man- 
kind in the long run.” 


Customers Want Romance 


“The customer desires to purchase 
romance. Sales jumped when five- 
cent reprints of classics were re- 
titled by E. Haldeman-Julius. ‘Fleece 
of Gold’ sold 6,000 a year, but when 
the title was changed to ‘Quest for 


a Blonde Mistress,’ it jumped to 50,- 
000 a year.” 

“The time element is highly im- 
portant to the consumer and adver- 
tiser. Each new purchase takes 
added consumption time. The new 
radio takes an hour or two away 
from each night’s sleep.” 


Streckfus Steamers 
to Kelly & Stuhlman 


Streckfus Steamers, Inc., operator 
of excursion steamers, has appointed 
Kelly & Stuhlman, Inc., St. Louis 
advertising agency, to direct its ad- 
vertising acccount. 

Newspapers in port cities along 
the Mississippi, Illinois, and Ohio 
rivers are being used, backed up with 
radio and direct mail. 
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Added to “Today” Staff 


M. P. Jeffery, formerly with Mac- 
fadden Publications, and William L. 
Seaman, recently with Walk-Over 
Shoe Company, have been added to 
the Eastern advertising staff of 
Today, New York. 


To Fletcher & Ellis 


Sidney J. Hamilton, Jr., formerly 
with General Outdoor Advertising 
and recently with Outdoor Advertis- 
ing, Inc., has joined Fletcher & Ellis, 
Inc., New York, as account executive. 


“Child Life” Appoints 


Blanchard-Nichols, publishers’ rep- 
resentatives with offices in Los An- 
geles and San Francisco, have been 
appointed Pacific coast representa- 
tives of Child Life, Chicago. 


FLEXEES ROTO 
EFFORT BEGUN 


(Picture on Page 35) 

New York, April 4.—An extensive 
campaign on Flexees, the “twin con- 
trol” foundation garment made by 
Artistic Foundations, Inc., has been 
started in rotogravure sections of 36 
Sunday newspapers, giving coast to 
coast coverage. 

Embarkation on this drive marks 
a new step in the promotion of the 
product, which is a little over three 
years old. The rotogravure cam- 


paign is said to be one of the largest 
of its kind. Details are handled by 
the United Advertising Agency, Inc. 

When Flexees were introduced, ac- 
cording to Mark Kahn, president of 
the company, the advertising was de- 
signed to foster prestige for the line. 
The company’s efforts were concen- 
trated in class mediums. Later, the 
advertising was broadened and took 
in general women’s publications. 

The new campaign was created to 
do a more intensive local job. Pic- 
tures play a leading part in the 
drive. Insertions will run every 
week. 

Papers used are the New York 
Times, New York Herald Tribune, 
New York News, Baltimore Sun, 
Buffalo, Courier - Express, Buffalo 


Times, Chicago Tribune, Cleveland 
Plain Dealer, St. Louis Globe-Demo- 
crat, Philadelphia Inquirer, Pitts- 
burgh Press, Washington Star, Bos- 
ton Herald, Albany Knickerbocker 
Press, Rochester Democrat & Chron- 
icle, Springfield Union - Republican, 
Syracuse Herald, Hartford Courant, 
Cincinnati Enquirer, Denver Post, 
Detroit Free Press, Detroit News, 
Indianapolis Star, Kansas City Jour- 
nal-Post, Louisville Courier-Journal, 
Milwaukee Journal, Minneapolis 
Tribune, Toledo Times, St. Paul Dis- 
patch and Pioneer Press, Newark 
Sunday Call, San Francisco Chron- 
icle, Los Angeles Times, Seattle 
Times, Houston Chronicle, Atlanta 
Journal and Birmingham News and 
Age-Herald. 


THE WINDOW DRESSER 


io call yourself a window dresser? You’re fired! 


“That window won’t sell dresses. Or house fur- 


nishings either!” 


(This is what any department store manager would 
say about such a window. And you can apply the same 
principle to advertising display in magazines.) 


Ensemble selling, like displayed with like, as a mer- 
chandising idea is well established. 


Department stores show like with like in window 
displays, in store arrangement, in advertisements. 


Newspapers sort like with like to everyone’s profit. 
Witness the food pages, the amusement pages, the 
fashion pages, the men’s pages. 


Among magazines, McCall’s is first in turning this 
selling help to the advertiser’s advantage. By combin- 
ing three magazines in one, McCall’s uses style and 
beauty editorial to make style and beauty advertising 
more profitable. Homemaking editorial matter makes 
food advertising more profitable. Fiction and news 
articles in McCall’s put the reader in-the mood to 
respond to romantic appeals and pleasure merchandise. 


Your advertising in McCall’s is correctly timed to 


match her mood. 


It is easier to take advantage of her desires than 


to try to change them. 


LOOK AT MACY’S “SOUTH SHOP” for an example of persuasive 
ensemble selling. Is madame going South? Related displays lead 
her skillfully from dresses to hats, from shoes and stockings to 
purses and parasols. She finds the whole array keyed to her mood, 


even to bathing suit, sunburn cream and cosmetics. By combina- 
tion, each item makes its neighbor more attractive, creating a 


buying mood where none before existed. This same principle is 
used in McCall’s Magazine. Combining editorial and advertising 


of related appeal creates more intensive buying activity. 


a s 


MSCall's 


M°¢Call’s 


STYLE & BEAUTY 


FICTION & NEWS 


BEAUTY AIDS “ COSMETICS - PERFUMES! 
HOSIERY, -~UNDERWEAR,-.CLOTHES 


FOOD - DRUGS - ELECTRICAL EQUIPMENT 
CHILDREN’S, NEEDS, -, HOUSEFURNISHINGS: 


TRAVEL CIGARETTES - CAMERAS 
AUTOMOBILES... BOOKS - INSURANCE 


Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ApVERTISING 
AGE. 


No. 734. NBO Network Aireas. 


The National Broadcasting Com- 
pany presents in this volume figures 
and maps showing the number and 
location of radio families reachable 
through each of the NBC networks, 
red, blue, supplementary and Pacific 
coast. To furnish this data, two si- 
multaneous surveys were conducted, 
an engineering study of field 
strength, and an audience response 
study. The results of these studies 
were coordinated, to determine audi- 
ence location and density. For the 
first time, a complete total figure of 
“potential circulation” in the zones 
influenced by each NBC network and 
group is given. The book is a graphic 
presentation of data long awaited by 
advertisers. 


No. 735. Saratoga Book. 


Sample catalog displaying the 
printability of the four finishes of 
Saratoga Book paper, developed by 
International Paper Company as a 
low-priced book paper which does 
not compromise the appearance of 
the finished job. 


No. 736. When Sissy Was a Battle 

Ory. 

The novel, “Little Lord Fauntle- 
roy,” appearing first in a magazine 
led to widespread purchases of lace 
collars and velvet suits for boys a 
generation ago, recalls this Cosmo- 
politan booklet, another installment 
of that magazine’s sales story of the 
relation of effective advertising to 
the emotional power of great fiction. 


No. 737. Men’s Fashions Today. 


Indicating trends in the advertis- 
ing and merchandising of men’s 
clothes, the current number of this 
New York Times booklet reproduces 
recent advertisements in the Times 
and photographs of window displays 
in New York stores. It also in- 
oe articles by fashion authori- 
ties. 


No. 738. Hitch Your Wagon to a 
Star! 


The Household Magazine charts 
the revenue gains or losses of nine 
women’s magazines in a 15-year 
period. Also available are charts 
and tables showing new car sales 
and retail sales increases in cities 
and towns, for 1933 and 1934. 


No. 718. Get Busy, Detroit! Digest 
Motorists Are Going Places and 
Doing Things. 

In the spring of 1934; the Conoco 
Travel Bureau, a division of the Con- 
tinental Oil Company, purchased 
space in The Literary Digest and 
other publications to advertise a 
trip-planning service. This booklet 
compares results obtained for the 
advertiser. 


No. 716.. This Is a Sort of Journey 

I Never Thought to Go. 

The most stimulating background 
for effective advertising is powerful 
fiction, this Cosmopolitan presenta- 
tion declares. Cited as one example 
is the story contained in the well- 
known poem “Over the Hill to the 
Poorhouse.” 


No. 711. Trends in Agriculture for 

Five Years. 

The research department of Mid- 
west Farm Papers makes available, 
in graph form, statistics on the 
trends in agriculture for five years, 
with 1930 as base. The study covers 
farm income, retail prices of goods 
farmers buy, and sales of general 
merchandise in small towns and ru- 
ral areas, among other topics. 


No. 709. Advertising in Women’s 

Magazines, 1934. 

Advertising revenue received by 
six women’s magazines in 1934 is 
shown in graph form in this Good 
Housekeeping presentation, with 
separate graphs for account classifi- 
cations. 
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REPEAT 


f 


When there’s 


14 billion dollars’ 


worth of work 
to be done 
that’s a selling 


opportunity — 


and no foolin’ , 


14 billions is a conserva- 
tive tabulation of the 
country’s needs for high- 
ways, sewers, waterworks, 
heavy structures, build- 
ings, grade crossings, 
flood control, power and 
gas plants, etc. Such are 
the figures given out by 
the P.W.A. upon comple- 
tion of its survey of 
municipalities, counties, 
planning boards in every 
state in the union. 


Ample evidence that it’s 
smart strategy to be run- 
ning a continuity pro- 
gram of advertising in 
Engineering News-Record 
and Construction Me- 
thods, the two publica- 
tions that are in continu- 
ous contact with the men 
who will handle these jobs 
when the contracts break. 


If you are interested in the types 
of projects, their geographical 
distribution and estimated cost 
we shall be glad to send to you 
gratis a copy of the March issue 
of our CONSTRUCTION MARKETS 
which gives the breakdown. 


McGraw-Hill Publications 
330 West 42nd St., New York 


AGENCY-ACCOUNT 
CONTEST OFFERS 
CLERKS PRIZES 


Simmons Gathers Data on 
Mattress Sales 


New York, April 4.—The Simmons 
Company during April is offering 43 
prizes to retail salesmen who sell 
bedding in furniture and department 
stores to learn who are the real 
“slumber sleuths” of the land. 

The search is announced to 
eligible entrants as being conducted 
by the J. Walter Thompson Com- 
pany to secure store information. 
The announcement was unusual in 
its frankness: 

“It (the agency) wants to find 
out how much bedding salesmen 
know about mattresses. Frankly, 
again, this is a more economical way 
to secure this information than 
employing special workers to pes- 
ter each of you individually.” 

Entries will be judged by the ex- 
tent and accuracy of information 
submitted rather than form. Replies 
go direct to the agency, which sei 
April 30 as the contest deadline. 
They become property of the Sim- 
mons Company for possible use in 
radio and printed advertising. 

The salesmen are asked to answer 
20 questions, one of which deals with 
the most effective sales argument 
used for the Beautyrest mattress. 
Another question asks which group 
—executive, white collar, or wage 
earner—buys the Beautyrest. An- 
other inquires which product does 
most for sound, normal sleep— 
Ovaltine, Absorbine, Postum, Kaffee 
Hag, or Beautyrest—and why. 

Judges are M. C. Meigs, Chicagu 
American; Fred A. Healy, Curtis 
Publishing Company; Alfred Auer- 
bach, Retailing; and Lynn Baker, J. 
Walter Thompson Company, San 
Francisco. First prize is a Nash; 
second, $200; and third, $100. 


Begin Drive 
For Carpets 


New York, April 4.— One of the 
largest campaigns ever put behind 
broadloom carpets is being staged by 
Alexander Smith & Sons Carpet Com- 
pany, Inc., Yonkers, in magazines 
having a combined circulation of 
more than 3,000,000. 

Four-color bleed pages are appear- 
ing in Arts and Decoration, Good 
Housekeeping, Fortune, House and 
Garden, House Beautiful, So Yow’re 
Going to Be Married and Time. Each 
page shows three most popular Alex- 
ander Smith Tru-Tone carpets and 
features the Good Housekeeping 
guaranty they now carry. Trade 
papers and promotional material 
support the consumer advertising. 

The advertising is placed by An- 
derson, Davis & Platte Inc., agency 
for Alexander Smith & Sons and 
their sole selling agents, W. & J. 
Sloane Selling Agents, Inc. 


Scripps-Howard Adds 
to Chicago Staff 


George Williams, advertising man- 
ager of the Evansville, Ind., Press, 
has joined the Chicago office of the 
national advertising department of 
Scripps-Howard. 

Warren Daniels, recently with the 
Chicago Herald and Examiner, and 
formerly with the Chicago Tribune, 
has also joined the Scripps-Howard 
Chicago office. Tom Peterson, for- 
merly of the Chicago office, has been 
made national advertising manager 
of the Scripps-Howard newspaper in 
El Paso, Tex., the Herald-Post. 


Van Deventer Changes 


John H. Van Deventer, Jr., for- 
merly associated with McGraw-Hill 
Publishing Company, Inc., has joined 
the editorial staff of Building Supply 
News, Chicago. At one time Mr. Van 
Deventer was publisher of Export 
Advertiser. 


TURNING A "LIFT" INTO "STIMULATION" 


is a dry Martini . . . in disguise. 
It’s 0 good cigarette, not # cocktail. 
But smokers sey they get « pleasent stimule- 
tee from this extremely mild cigarette. That it 
helps, and never binders, the urge to go places 
and do things 


We 


you can give the credit to Old Gold's exception 
ally smooth and “biteless™ tobacco. 

Such tobscoo may well act as « gentle “pick- 
meo-up.” Certainly it will never “hick beck”... 
eather at the perves or tbe tbrost. 


GUARANTY 


(We qverentes thet Ofd Deids contain enty 
he choicest Turkish ond domestic tebesce, the 


: baa... 00 NEVER IRRITATING 


Typical copy in a new newspaper campaign for Old Gold, which, 

while pointing out that Old Gold is a cigarette, not a cocktail, still 

reports that smokers get a "pleasant stimulation" from its use, and 
that it acts as a "gentle pick-me-up." 


EAGLE - PICHER 
LAUNCHES COPY 
ON INSULATION 


Flint Rock Is Advertised to 
Home Owner 


Chicago, April 4.—Inaugurating its 
first consumer advertising campaign 
on Eagle home insulation, Eagle- 
Picher Lead Company, Cincinnati, 
has launched a campaign in news- 
paper rotogravure sections to make 
home owners insulation-conscious be- 
fore and during the hot months. 


The company’s drive broke in the 
New York Herald Tribune of March 
24. Further insertions will appear 
in that paper April 21, May 5, May 
19, June 2, June 9, June 16, June 30, 
July 7 and July 14. The Chicago 
Tribune will be used April 21, May 
5, May 19, June 2, and June 16. 

Photograph-dominated copy will 
show how Flint-Rock wool is blown 
into hollow walls and between joists 
in the attic floor by a special pneu- 
matic machine, providing fireproof 
insulation which makes the home 
cool even in 100° weather, and cuts 
down fuel bills in winter. 


Eagle-Picher has marketed insula- 
tion material for some time, for both 
industrial and home use. The new 
campaign, however, is the company’s 
first advertising to the home owner. 

Distribution of Flint-Rock wool is 
being widened rapidly. Further 
newspaper advertising in certain of 
the principal markets is contem- 
plated for the near future. 


While the bulk of the copy will 
depict the comfort-producing quali- 
ties of Flint-Rock home insulation, 
the price angle will be stressed also, 
in the campaign just started. The 
reader will be told, for example, that 
“it cost just $16 a month to insulate 
this stucco house with Eagle insula- 
tion.” No building alterations are 
necessary with the Eagle method, 
the home owner will be reminded. 


Use Coupon Copy 


A coupon will be featured, offering 
complete information on Eagle in- 
sulation. Coupons returns will be 
sent from the Eagle-Picher Sales 
Company, New York, to the Eagle- 
Picher Lead Company, Cincinnati, 
to be rushed to the licensed Eagle 
Insulation contractors in the various 
territories, as valuable “leads.” 

The company has prepared a spe- 
cial direct mail campaign, consist- 
ing of four large, colorful broad- 
sides and two smaller folders, for use 
by contractors in following up calls 
in response to coupons. 

Needham, Louis & Brorby, Inc., 
Chicago, is in charge of the cam- 
paign. 


Handcraft Appoints 


H. E. Lesan Advertising Agency, 
New York, with Hy Kirschbaurm as 
account executive, has been ap- 
pointed by Handcraft Import Com- 
pany, Inec., New York, maker of a 
children’s play suit. 


Y. & R. for Life Week 


Young & Rubicam, Inc., has been 
appointed to direct the campaign for 
Life Insurance Week, to be held May 
13-18. About $85,000 will be spent in 
newspapers. 


Realtor Appoints 


Pease & Elliman, Inc., New York, 
real estate agent and broker, has re- 
tained Kimball, Hubbard & Powel as 
its advertising agency. 


“Collier’s” Adds _ 
Retail Service 


New York, April 4.—After a year 
of test and organization develop- 
ment, the Crowell Publishing Com- 
pany has announced the establish- 
ment of the Collier’s Dealer Mer- 
chandising Service on a permanent 
basis, its object being to prove the 
local value of national advertising 
to dealers. 

First tests were made in Cin- 
cinnati and Providence. Trading 
areas now regularly served by the 
department include these two and 
18 others: Boston, Hartford, Spring- 
field, Syracuse, Rochester, Buffalo, 
Philadelphia, Baltimore, Washing- 
ton, Pittsburgh, Cleveland, Mil- 
waukee, Minneapolis, St. Louis, In- 
dianapolis, Newark, Detroit and St. 
Paul. 

In these 20 trading areas, Collier’s 
specialized merchandising men con- 
tact over 6,000 dealers, merchandis- 
ing selected advertisements from 
the magazine to 3,000 dealers each 
week. Mounted reprints are placed 
in stores and windows. About nine 
pieces of copy are handled this way 
each week, no effort being made to 
favor or tie up with the advertisers. 

The merchandising man in each 
tie-up makes two calls on the dealer, 
explaining the cost of Collier’s ad- 
vertising, local coverage and how it 
has proved effective. His second visit 
is just before the weekly Collier’s 
release, when he helps build dis- 
plays. A test run is to build a non- 
tie-up display the previous week to 
show how linking point of purchase 
promotion with the magazine’s ad- 
vertising columns brings added sales. 


Ardlee Expands 


Ardlee Service, Inc., lithography 
and direct mail, in moving to 28 
West 23rd St., New York, has dou- 
bled its space. 


| 
Golfi ngs circulation 300,0004 
Wowie //,.. thatS covering more 
than half of all the private golf club 
member families in U.S. 7heres 
the crowd thats spending the 
money these days .// 


| 


— and that’s the reason for a 
60% lineage gain in April! 


Herb Graffis, Editor 


ALBRO GAYLOR 
20 Vesey St. 
New York 


14E. Jackson Blvd. 
CHICAGO | 


RAWLINS & HUNT 
333 N. Michigan 
Chicago 


Last forms for MAY close April 15th 
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ADMEN AWED BY 
PUMA AT MOVIE 
DISPLAY SHOW 


New York, April 4.—When motion 
picture advertising men put on an 
exhibit, it is likely to buzz with 
sound and animation, and that is 
what happened this week at the 
first annual “Show of Showman- 
ship” at the Motion Picture Club. 

Advertising men accustomed to 
reverential silence at exhibitions of 
advertising campaigns and the like 
had to acclimate themselves to a 
sideshow atmosphere before settling 
down to serious study of the ma- 
terials displayed. 

On entering, they passed under the 
cold, calculating consideration of a 
caged cat, the puma that was fea- 
tured in “Sequoia,” while next door 
was a song and talking sales argu- 
ment for “Naughty Marietta,” and 
farther on an electric train display, 
railroading another picture through 
to box office success. 

These exhibits of motion picture 
distributors served as the setting for 
200 selected local advertising cam- 
paigns entered in the first “Show of 
Showmanship,” staged cooperatively 
by the club and Quigley Publications, 
Inc., publisher of Motion Picture 
Herald. During the first two days, 
about 700 theater managers and 
others responsible for consumer mo- 
tion picture advertising attended. 

Paul Hollister of R. H. Macy & 
Co., Barron Collier, Jr., and Grover 
Whalen, speaking at a luncheon dur- 
ing the show, felicitated the moticn 
picture industry for doing a good 
job of selling its product, and suc- 
cessfully meeting a public challenge 
to clean house. 

The entries in the exhibit were 
selected from a large number of 
campaigns submitted by theaters in 
18 countries. 


Sales Jump As 
Ad Fund Grows 


Bridgeport, Conn., April 4.— In- 
creasing its appropriation for adver- 
tising and sales promotion by 125 
per cent, McKesson & Robbins, 
Inc., pharmaceutical manufacturer, 
showed large gains in both net sales 
and net profit for 1934 as contrasted 
with 1933. 

The company’s 1934 advertising 
expenditures totaled $1,055,266, com- 
pared with $466,442 the previous 
year, President F. Donald Coster re- 
vealed in his annual report to stock- 
holders, 

Net sales were $124,452,631 last 
year, an increase over 1933 of $19,- 
491,596 or 18.57 per cent. Net earn- 
ings for 1934, after all charges, 
totaled $1,720,259, as compared with 
a net of $304,248 in 1933. Net sales 
were the largest for any year since 
1930, while net profits were the larg- 
est for any year since 1931. 


New Firm Takes Over 
“Building Modernization” 


A new company, Building Publica- 
tions, Inc., has been formed to pub- 
lish Building Modernization, 9 E. 
40th St., New York, following the 
purchase of the interest in the mag- 
azine formerly held by Business 
Journals, Inc., by H. J. Bligh, G. K. 
Gauff and Clayton W. Cousens. 

Officers of the new company are 
Mr. Bligh, formerly president of 
Architectural Forum and Permanent 
Building, chairman of the board; 
Mr. Gauff, founder of Building Mod- 
ernization and part owner since its 
inception, president; and Mr. Cous- 
ens, formerly of House & Garden, 
vice-president. The new firm plans 
to launch another publication in the 
building field. 


Palmedo Joins Agency 


Bernard T. Palmedo, agency and 
newspaper man, formerly New Eng- 
land representative of the New York 
World and later with Scripps-How- 
ard, has joined the new advertising 
agency of Lewis and Clark, Inc., New 
York, as account executive. 


Emory Closes Rep Office 
to Join Brewer-Weeks 


Thomas L. Emory, Pacific coast 
newspaper publishers’ representative, 
has discontinued his business, and 
has joined the staff of Brewer-Weeks 
Company, San Francisco advertising 
agency. 

Formerly a partner in the Hall & 
Emory Advertising Agency, Portland, 
and for several years Pacific coast 
manager of the Bureau of Advertis- 
ing of the American Newspaper Pub- 
lishers Association, Mr. Emory 
founded his representative business 
in 1931. 


Appoints Kirkgasser 
Reynolds Spring Company, Jack- 
son, Mich., has appointed George J. 
Kirkgasser & Co., Chicago agency, to 
handle its advertising. Plans for 
increased sales promotion and ad- 
vertising are being made. 


New Technique 
In Copy Tested 
By Bamberger’s 


(Picture on Page 8.) 

New York, April 4.—So successful 
was a week-long advertising cam- 
paign designed to present a sales 
story effectively without the usual 
screaming headlines that L. Bam- 
berger & Co., Newark, decided to re- 
peat it, while Macy’s in New York 
made plans to follow suit. 

The program was developed by 
Roger McDonald, Bamberger art di- 
rector, who employed photographs 
of modeled merchandise to catch the 
eye and draw it to a simple state- 
ment of price. The entire series 
was known as “Bamberger’s Port- 


folio of Pre-Easter Values” and each 
of the six pages had a key line such 
as “Beauty at Bargain Prices” and 
“A Page of Better Things.” 

The six pages contained 75 photo- 
graphs. Results of the first series, 
executives said, were “startling,” and 
pointed possibly to the end of the 
“screaming headline” type of adver- 
tisement. Another series based on 
the same idea was run this week. 


Five Name S. & S. 


Simmonds & Simmonds, Inc., Chi- 
cago, has been appointed to direct 
the advertising of the Val-A Corpora- 
tion, Chicago, maker of poultry sup- 
plies; Co-Operative Breeding & 
Hatching Company, Tiro, O., baby 
chicks; Fairport Hatchery, Fairport, 
N. Y.; Neuhauser Chick Hatcheries, 
Napoleon, O.; and the brooder stove 
division of Woodmanse Mfg. Com- 
pany, Freeport, Ill. 


Grimason Named 
by “Sportsman” 

Donald D. Grimason has been ap- 
pointed by National Sportsman, Inc., 
Boston, publishers of National Sports- 
man and Hunting & Fishing, to take 
charge of the company’s new quarters 
in New York at 366 Madison Ave. 

Mr. Grimson was New York man- 
ager for several years for Maclean’s, 
and later for Grit Publishing Com- 
pany. He will be aided by G. Fred 
Dailey, who has represented National 
Sportsman and Hunting ¢ Fishing 
in New York for the past several 
months. 


Adds Gerhart 


Due to an increase in radio activi- 
ties, The Blackman Company, New 
York advertising agency, has added 
Francis W. Gerhart to its radio de- 
partment. Mr. Gerhart was formerly 
with N. W. Ayer & Son, Inc. 
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NEW LATEX GOLF 
BALL INTRODUCED 


New York, April 4.— Reason-why 
copy is appearing in a group of na- 
tional and golfing magazines this 
month to introduce a new golf ball, 
Spun Latex U. S. Royal, made by 
the United States Rubber Company 
and selling for 75 cents. 

The page advertisements employ a 
scientific technique to get over the 
story of what is claimed to be the 
first fundamental change in golf ball 
construction in 30 years. Campbell- 
Ewald Company is the agency. 

Publications scheduled are the 
American Golfer, Golfing, Literary 
Digest, Pacific Coast Golfer, Satur- 
day Evening Post and Time. 


New Principles Used 


As to the reasons behind the copy 
technique, U. S. Rubber officials ex- 
plain that golfers are interested 
first in anything new and, second, 
in anything that will improve their 
game. This calls for the reason- 
why explanation consisting of defi- 
nite facts on what is new and why 
it will improve the player’s game. 
The copy has been designed to sell 


the golfer on giving the new ball a 
trial. 

Readers will be told that the ball 
is entirely new, “the most sensa- 
tional development in golf balls 
since U. S. introduced the true cen- 
ter ball,” and not a modification or 
adaptation of an old construction. 
Most stress is laid on the Latex 
winding. A new process, the copy 
tells, spins “pure, liquid energy,” 
Latex, into a uniform thread of 
great strength and resilience, per- 
mitting use of a greater tension 
than ever before found in golf balls. 
The resilience and tension give 
greater distance in flight. 

Continuing to offer proof that the 
ball is brand new from center to 
cover, the copy tells of U. S. Rub- 
ber’s search for a new substance, 
Tjipetir (chee-pet-ear), found in 
Java. This white material is used 
to give a tougher yet resilient cover. 
And the center sac contains a new 
paste immune to _ temperature 
changes. This center, combined with 
the high tension winding, according 
to the advertising, makes putts 
with the ball a matter of “sharp- 
shooter” accuracy. 

As the golfing season gets under 
way, the company plans to use a fol- 
low-up newspaper campaign involv- 
ing small insertions in the New 
York trading area, and possibly a 
few other large markets. 


PERFECT HEAD 


Free hats for men whose head 
measurements are the same as 
those of Apollo are being of- 
fered in a test campaign by Knox 
Hat Company. Here is the old 
boy himself, having his head 
measured by means of a special 
gadget. 


What a customer 


for parts and materials 


ONTINUOUS buying in large quanti- 
ties makes a good market. 
exactly what the machinery and appliance 


manufacturers do. 


Many of the machines, vehicles, appli- es 
ances, and other mechanical products os 
made in Product Engineering’s field run aS 
into real quantity production. 
manufacturers standardize on your parts 
or materials, you can expect steady quan- 


tity orders. 


The engineers who design these machinery 


products and write the specifications are 
the readers of Product Engineering. 8,000 


of them subscribe to Product Engineering 
to get the practical information on selec- 
tion of parts and materials, and on develop- 
ments in mechanical design, that it brings 


to them every 30 days. 


Intensive design is going on everywhere, 
and specifications are wide open. 
want to get your product on the 1935 and 
1936 models, yeu must sell the executive 
engineers and designers now. 


Advertise to them directly, in their chosen 
- Product Engi- 


professional paper . . 
neering. 


e RCE : #4 
Retest Oy 
% monviactwer of ‘ 
fe PACKAGING MACHINES ‘ 
ae © Cold-drawn steel (tons)... 75 
This is |" Gold-rolled steel (tons).... 10 
- Electric motors......-..... 400. 
Speed reducers..,.-..+.++ 25° 
iichia. <. ohsoie en 50 
Veale: tugs oe ot 500 
~ Roller chain (feet)...2... 5,000 
Once these ———Anti-friction beatings..... 8,000 — 
.- Rubber parts (pounds)... ..2,200 
bag f° aOR eg eee 150 
e Springs. -+----0++sereess 20,000 


Who is creating 


these new things? 


. . . the new packaging machines 


- « - the new automatic welding 
machines 


-«ethe new high-speed 


city 


buses 


- « « the new planes for trans- 


oceanic and _trans-continental 
If you — 

. « - the new Diesel engines for 

railroad service 


And who selects the steels, bear- 
ings, motors, gears, paints, and so 
on, for these products? 

+ + 
readers . . . chief engineers, vice- 
presidents in charge of engineer- 
ing, chief draftsmen, development 
ngineers 


Product Engineering 


PRODUCT ENGINEERING 


A McGraw-Hill Publication . 


Member A.B.C. and A.B.P. 


330 West 42nd Street, New York 


TELLS DINERS 
PICK-UP VALUE 
OF APERITIFS 


New York, April 4.—Advertising 
to support a new plan of increasing 
the consumption of aperitifs as well 
as of foods in restaurants, will be 
inaugurated next week in morning 
newspapers of eight key cities and 
later in national magazines, by the 
Schenley Import Company through 
its agency, Lord & Thomas. 

In the newspaper campaign, the 
plan is to re-introduce the DuBonnet 
trade character. He will be shown 
in various gay aspects and actions, 
such as on a trapeze. The DuBonnet 
man has been used sparingly in this 
country by Schenley but has ap- 
peared extensively all over France 
to boost sales of the aperitif. 

Morning papers will be used ex- 
clusively. This will be done to 
build lunch time trade. Insertions 
will be about 300 lines once or twice 
weekly. 

The magazine campaign will ap- 
pear in 12 publications, copy run- 
ning about the same in size as the 
newspaper insertions. It will also 
feature the DuBonnet man but will 
have a somewhat different mood 
and treatment. The atmosphere will 
be continental, revealing such se- 
crets as what makes Paris nights so 
different. Text accompanying the 
illustrations will be in almost 
broken English, accenting use of Du- 
Bonnet in cocktails. 


Would Boost Noon Business 


The aim of the new DuBonnet 
plan is to sell more drinks at lunch 
time. In doing so, it is expected 
that restaurants will also increase 
their food sales because of the 


keener edged appetite developed by 
the aperitif. In certain New York 
establishments, this plan has proved 
very effective, according to Schenley 
executives. 

Noontime bar receipts are only 
about ten per cent of the total res- 
taurant liquor business, Schenley 
has found. DuBonnet is recom- 
mended to increase the average 
lunch check. A common experience 
has been for a party of four to 
forego drinks because one or two of 
the party did not care for strong 
cocktails in the middle of the busi- 
ness day. DuBonnet in the new 
campaigns, is offered as the drink 
that gives a lift without a jolt, and 
as “the drink that every Frenchman 
practically lives by.” 

The Schenley-DuBonnet plan calls 
for a display of the DuBonnet bottle 
by the waiter when he suggests the 
drink before the luncheon, some- 
thing which is believed to be an 
entirely new wrinkle in restaurant 
operation. 


Starts Spring Drive 
On Ozite Rug Pad 


To introduce the new Circle Tread 
Ozite, the Clinton Carpet Company, 
Chicago, has launched an extensive 
spring campaign in magazines. 

On the list are The American 
Home, American Magazine, Better 
Homes and Gardens, Cosmopolitan, 
Delineator, Good Housekeeping, 
House Beautiful, House & Garden, 
Ladies’ Home Journal, Literary Di- 
gest, McCall’s Magazine, The New 
Yorker, Pictorial Review, Saturday 
Evening Post, and Woman’s Home 
Companion. 

The company has issued to dealers 
an unusual broadside, circular in 
shape, on the new rug and carpet 
cushion. 


Names Modern Art 


Hickey-Freeman Company, Roches- 
ter, N. Y., maker of men’s clothes, 
has assigned Modern Art Studios, 
New York, to design and construct 
displays to be loaned to retailers. 
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tatives will 


COVERING 
THE 


TACOMA 
SEATTLE 


MARKETS 


ae, for the 


one 


IACOMA and Seattle are two intensive city 
markets for KVI's advertisers which KVI cov- 
cost. 
region is KVI’s primary market because of its 
signal strength and Columbia program listener 


The whole Puget Sound 


KVL Tacoma, is in the center of 2,000 square 
miles of the most densely settled section of the 
Pacific Northwest. Six hundred thousand people 
live within one mV of KVI's signal strength. 

KVI is on 570 k. c. where 1,000 watts do the 
work of 50 kilowatts higher up on the dial. 

KVI has the signal strength and it has listener 
preference created by CBS programs. Mail re- 
sponse shows an intensive listening audience 
from Canada on the north to Centralia on the 
south, giving complete coverage of the Puget 


.. LACOMA 


PIONEER COLUMBIA NETWORK 
STATION IN THE PACIFIC NORTHWEST 
KVI costs are low—it sells two major markets for the 


& Sleininger, Inc., national 
give you the compléte KVI 


represen- 


trade picture. 
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Principles 


to Govern 


Co-op Allowances Are 
Enunciated by Potter 


To the Editor: ADVERTISING AGE’S 
survey of the cooperative advertising 
allowance policies of electrical appli- 
ance manufacturers hangs a lot of 
dirty linen on the line for airing, but 
we suspect it doesn’t tell more than 
half the story. Exceptions to their 
general practices made by over-anxi- 
ous sellers in favor of powerful but 
chiseling dealers are not for publica- 
tion. 

Prices, discounts and terms are 
fairly well standardized bases for 
competition these days, but coopera- 
tive advertising allowance policies 
form a field for dickering where the 
man least able to stand his ground 
sets the basis for competition. It is 
here that manufacturers’ profits are 
being dissipated. If there is any le- 
gitimate field for agreements among 
manufacturers to establish fair bases 
of competition here is such a field. 

There is much to be said against 
advertising allowances by producers 
of many products, but there seem to 
be sound reasons for the making of 
such allowances by electrical appli- 
ance producers. It ties distributors 
and dealers up to a planned scheme 
of promotion. It increases the total 
advertising done by compelling dis- 
tributors and dealers to contribute 
to the advertising fund; also by per- 
mitting purchase of advertising at 
low local rates. It stimulates a lot 
of extra merchandising effort by deal- 
ers to tie in with advertising. But 
it is time the abuses were remedied 
and standard competitive practices 
set up. 

Sets Up a Model 


Far be it from us to endeavor to 
suggest a code dealing with advertis- 
ing allowances, but we may be per- 
mitted to set up nine points that 
might very well be included in such 
a code. 

1, Whenever goods are sold through 
distributors and dealers, distributors 
always should be required to con- 
tribute some definite proportion of 
the advertising fund. We have no 
sympathy for an allowance plan that 
requires distributors and dealers to 
make a certain contribution, but per- 
mits the former to shift as much of 
their share as possible on to dealers. 
If they are required to carry their 
part of the load distributors will have 
a greater interest in the promotion 
program and in protecting the manu- 
facturer from abuses. 

2. There are very sound reasons 
for allowing key dealers (those in a 
position to do newspaper advertis- 
ing) a greater advertising allowance 
than other dealers. Their advertis- 
ing covers a wider territory and is 
of greater benefit to the manufac- 
turer. It is also of benefit to the 
smaller dealers operating in the same 
territories. 

3. It would seem to be sounder 
practice to make money advertising 
allowances on different units than to 
make a fixed percentage allowance 
on total purchases. Almost every 
manufacturer is compelled, in order 
to meet competition, to produce cer- 
tain models that carry little or no 
profit. If advertising allowances on 
such models are very small and al- 
lowances on profitable models more 
generous, it tends to place merchan- 
dising emphasis where it belongs. 
Moreover, the manufacturer has no 
profit on the competitive models out 
of which to pay allowances. 


Deplores Anticipating Allowances 


4. Advertising allowances, how- 
ever, should not exceed a fixed per- 
centage of the total sales of any 
manufacturer, the proportion being 
agreed upon by all competing factors. 

5. The practice of half the manu- 
facturers in permitting their sales 
forces to make fixed cash allowances 
in anticipation of purchases by deal- 
ers is wholly pernicious and should 
be prohibited. It simply results in 
the buying of dealer outlets generally 
at a price the manufacturer cannot 
afford to pay. 

6. Carrying over of credits from 


one year to the next should be elim- 
inated. Let each season take care of 
its merchandising requirements. 
Carry-overs almost always result 
from slip-shod planning which should 
not be encouraged. 

7. Checking methods should be 
definite and should be enforced. Ei- 
ther invoices or sworn statements of 
expenditure on a set form should al- 
ways be required, accompanied by 
checking copies. No dealer should be 
allowed to add advertising allowance 
monies to his profits. There should 
be a fixed time limit for submission 
of evidence of expenditure to elim- 
inate alibis in place of evidence and 
to prevent slipshod methods. 


Wants Helps Paid For 


8. Selling helps of all kinds pro- 
vided to dealers should be charged to 
the advertising allowance fund. This 
will be a definite check on the prac- 


STRIKE IS OFF 


Yo on 
0 STRIKE 


Secret Ballets Coast in 24 Hours 
Production im Fectery.Wide Poll of Opinion 


The Member of Eek a 


te ee ee 


This full page told anxious Akron- 
ites Monday that there would be 
no strike at the Goodyear factory, 
and that consequently there would 
be no let-up in operations. 


ticability of the helps the manufac- 
turer supplies. If dealers won’t use 
them when charged with part of the 
cost it’s pretty good evidence of in- 
effectiveness of the materials. Charg- 


ing the cost of such materials to the 
cooperative advertising allowance 
fund will give distributor and dealer 
a definite interest in preventing 
waste, which often is very great at 
the present time. 

9. It does not seem wise to dictate 
the media which dealers may use. 
More waste occurs through manu- 
facturers not adapting their pro- 
grams to local conditions than from 
dealers not knowing how wisely to 
spend money in their neighborhoods. 
Media selection can very well be left 
to the dealer with a careful audit of 
his evidence of expenditure to pre- 
vent abuses. 


Should Be Wiped Out 


I sincerely hope that the ApDvVERTIS- 
inc AGE articles may result in the 
manufacturers in each competitive 
group getting together and setting 
up a standard basis for competition 
so far as advertising allowances are 
concerned. This remaining, unre- 
stricted field for chiseling operations 
needs to be wiped off the map. 

It would be very interesting to get 
the views of different electrical appli- 
ance producers on the need for 
standard practice agreements and on 
these specific suggestions. 

Z. L. Porter, 
Executive Vice-President, 
Erwin, Wasey & Co., Ltd., Chicago. 


Urges Drastic Rules 
for Liquor Advertising 


Use of electric signs and other ad- 
vertising matter, denoting brands, 
amounts sold, and prices, would be 
barred to all retail distributors of 
alcoholic beverages under regulations 
recommended by D. Frederick Bur- 
nett, New Jersey state liquor di- 
rector. 

The proposed regulations would 
also prohibit any maker or whole- 
saler of alcoholic beverages from 
supplying, either by sale, loan or gift, 
any advertising material to licensed 
beverage establishments “in excess 
of $100 a year.” All signs given by 
the manufacturer or wholesaler must 
be displayed “from within the prem- 
ises,” according to the proposed reg- 
ulations. 


Donovan to Counsellor 


J. F. Donovan has resigned as gen- 
eral sales manager of Standard Gas 
Equipment Corporation, with whom 
he has been associated eight years, 
to join the gas merchandising divi- 
sion of Williams & Saylor, Inc., New 
York, merchandising and advertising 
counsellor. 


With White-Lowell 


Kenneth Randolph, formerly with 
WSMK, CBS Dayton outlet, has 
joined the White-Lowell Company, 
New York advertising agency, in 
charge of radio. 


195 Broadway, New York 
(EXchange 3-9800) 


(OFFicial 9300) 


® 


Half-made sales, like three-base hits, don’t count in the 
score. Not uniil someone brings them home! 
The success of an advertising campaign depends upon 
the number of prospects who actually reach the retail out- 
let—not upon those who almost do. 
“Where to Buy It” Service brings sales “home”. By direct- 
ing prospects to nearby authorized dealers it helps national 
advertising produce more results. Here is how this dealer 
identification service works: The advertised trade mark or 
brand name is featured in classified telephone books wher- 
ever distribution warrants. Prospects simply look for the 
bread name; there they find a list of authorized dealers. 
Identify your retail outlets in this way! 


AMERICAN TELEPHONE & TELEGRAPH COMPANY, Trade Mark Service Division 
311 W. Washington St., Chicago ° 


= Ba, a ; - ah s : ae bs ‘ Aa AG Bar ra i= Pele Sams op 
a ~ nent RS LT 7 
—— ————— ———— SS — ee — — se 
by PS | | 
ved ope 
ley now vere sant cee 
was TAKES pen petit 4 ye 
STRIKE BALLOT p—~~---4 ail 
a | wwe | EES : 
el a e —— + :. 
res- Zest | wtewemsemen === 
==: Sane 
—- on ke -_ oanoenee . 
and ==: | Gas | Se | 
ne == a 
» ] 
| 
nce 
to 
. of 
ong 
on PE 
lew cataisewoemaneme ; 
i SESS Tle bo Hote 13,046 Phe 
nk } Po EE tie 
and Ss: ‘The Member of Employees Whe Voted 12,785 Ping tas 
—— a eee | ‘8 
ais WERE’S THE AB@inst Strike 11,51 es ee 
were :z== For Stime.-- 908 ey 
alls te other words 90.84% voted AGAINST A STRIRE sl ee 
Sess Steers aa be 
tle 2 == ee : 
the We will therefore keep our factories in operation ne 
7 cose was 6 Gn coma ten 
me- audits aks 
Eker 
an ee eo 
ant ee, 
Sie 
ee 
ee ee 
ead ee | PC ¢ 
ny, oe 
sive Uhh ei 
ae 
can ban 
tter Pista, 
tan, | eee eeeeeeeeeea=“DO*EOOOeeeeeSS=SB ae 
ing, | <i 
len, | Me 
Di- * ‘ s sy ae 
Vew eee oe eee dig eke eo) pa i a ee ee ecg) ot aa “ier ee eee opr an tA aN ae aie agieard 
Se a ee es meh, ee os cp he ty ten) ge ree le Seger Pane aa, oe eae Or nae A ag, ne ere yaa OO ee eee ks inert om ee 
day a Cie cee een eee J in nraa geal eee Rome gets CS eee ee ee ies 
ee Paar ach Lie mee ay ry ee cai ees pe tse ae et ee aaekccwe te oe Ree yee ne Se SNS sega gal eien eee halt 
me et ata ek a ne ree eR Nie eee ape tea AR ne Se eee” eee tres re ai Pe teraNek A Ps le ea 
Bt aoe sae a ears are oes | ae, Sere eras: (cea te aay (aeons are ys” arte 
eee ee be ae Yee Be a 2 bate! ER Re ge ated at tos . 
lers er be en ig eens e ‘ aces Motes” fei he ee, Cie ae scar Sy hea : 
Se Ap cames oh eRe tae oe ee a segues ieee | a ater hades eis ae Of i ee eee RS ne 
in hh ey aien er ies: . Pade and eee ae He Beep sce e leet MRL AES Ag). 2s Coca f 
A lan EL a AL A LI A Tn ees he ual, oa ae Ree MS ANY o4 tee a EW Cane a eg Bs 
“pet SE oe Shale 7 lee os Oar a ose Reps in Lae ; 
gh Se | : eens i" aOu ts ee: ae : 
we RT Ser ee a "4 te 7 era : ea 
UE > eg ra ee ee TOR 7 5 oe on. 2 ; ei Ste taay . 
eee rng pemtec ae WM Sea eee eR. 4 at TEAL Sah SF paet a ee hea Re ae ae 7 ik 
» E Sane Pa gas 5 oe: Teed, p= . _ ye Por = eee ea CaN En aa ey - ‘4 7 
Dee ase iay Cte eee nF a: eo FRO are ee ee LAE“ a eee ern é 
stir hice oS meres Pct a, Eten eae) = y, eo re sh Oe ore Peas Sige Ghee eM er alie i a be 
OS ieee eee REE Ec tes Deniers ei UNM Ps. Bae as IRE aes "cae meei cata cee Sei = Se n,n aaa We Cesare eh Spare 
et ae I, nig) I Gime ee Se eg ear ay 
y Z pe ea ebttees fy eee ss Ross? RES Pe oh A eae agen cam A al Gif! SORTS SN 9 ics 1 a ae einem te ie ce me 
oe ; ee tae Ca: 2 ae ee aes LS SC Ro ee eR na ge as 
es, e sttsseeee Se Ce 3a eae 
- Wteeerees 25s i aa j 
aro ea : peat Se LE si : ; 
mo ee eee Cl lg Rc ae db einacity a 
ot etna ct eo t Sees LRN at) ae Seeeeess;.. -Seeesaseeests. a ig ce hy Pe On eee i Pane RG wt i i re Sh Be Bia ge aees me . ; 
‘an ere. us ESS Si te cc, Se PME te sis Stace ee Ae paag ip e o kaeeae t = ee 
. reef sail ial Sg ak ro estes Sazesetiess a ee OEE) ee ha seme a Picker Se j Apa 3 ile fs! 
ie CER RET ee ae ee ea! meee" | Sees eek ed 2 i Re Se age panes a ney ace : : bo 
same eed se or ee hes ee test ¢ sabe Pei tel ay Ata ede eka nS 5 A ie ee as: ta ; - 2 : = 
—s ey lk Re ak tame ae ami 2 aa aka se ee de ia carga sao 
iol epee. ae i oar Sorat BSN Te ‘Fs a ice ale ce PRED SE SREB SASS 1 eae ae Se yd 5 ae acre Wee Gey! Ot tien 
Se a eet ae oo , ea ne — sii tee she cs : Stet: ot: A ; pie el eye le ee et Oe A a ae A a Os = - ee ear ae 
ee een ei, eee CR et RR ere ee rl re 
BS so eer mer i Sf Shu I eee mes ot eee nee cer NE Gene eet 
mane ol ae ata me ; ; : hin LO AAR DS a SS CR ER ore SE gle yi ast 
pits eee eo sg oe | Ott ee ; ioe ie rr ree wane | eee eae poate Phase ‘aon 
gee ict NT gers ene asp? ee Riese é Eo ia 8 ara Sa eas nA nl tie TS aa ta a aca) ‘getsd Pedal 
TS I MO 0 ERE ES YE a ec UN re De aetna ea ee ae pies 
: 2 Sages ei dancing aa LT es teecegsestsistt. =: ze: Ate SR heeerah Fa 23, See Mees pinks Meet ety <feeome onee ge ce 2 age 
Zoo P aes eee eee Cee ee eae Ca Sereees: os OS RE Seen eae kt ae s SiR th eee AME it os en eae I ae 
ges Sebel ae Pe ae oe eA Seat = Baie ae ele n = ee eet Same ies es 
=e Bites: ieee ene Were eB re Ge US Fur cai ane mamest sete geo See- ef ee oy age aN Gre yea geet hh, arse hh, Laima eee) cate heh ee ae, ay 
eo Te a eee 8 RRR Ra ohare «oO Reis” fiseek 
: ; Te ga a aera — eeaaaaabaeesetecess syccsecgoe: +: ce ee ae SM poe ge aes PAE, ho ia i Sale 4 aR ail oat eS 
| eee dh NAS catia 5 Ue Ai ite —— eaeeaaeecactets See action a ene tl ee : Woe Bete. 202 Ae oat 
tee eee a i ie Winey hace, setttisrsssseisseet eG ramon ree 33 aos ante MAT re Bit ck oleae ete : ee 
fe 2 eee TY or ae ge ge ee ee : aoeeee ee eee ey ee reer Sa Sh Oe. Se tad Nee Ny Phe en raS Co ees 
oer . a <a et ica Sheet He che =a Ge ee Nee pe es gorge Si eg rae oe ae ie ee Ee a CRS aca Nn a » <a nh, 
ry ee i a Ngee oe one $e: i, <6 tae ee Pees i : ane rae 5 ea Sages. es a eres Seer sa Fa a eae a. ear 
| i aes Peers alan, mee ok ees ' Or ate ane Wight, Say arma aie anil 
! Se eo Cen he enn Ne Tne AM 0S: er ee ee LE, OSE REO ek ie vee Fah ada Y degra reaet oe Ray 
het site ah ieee Tes alee VSS Toa Og ibid): |< Meee, ice oo Sk ea ie i el) ee et rere ey ac | Tec ee CTE an Wehbe dha Meme at Amen Sls 
ee p ea Pokaan pais ~ pis ny eal we A nal ha ec aas BER Bete ce ie Nie a Rat i uy, tea La SIRT, Sa By eae 
‘ | ve ar aan a Site 2 oS. So ee ee a eed eee | t pe age te SEC ec Skee ane Me eT neigh 
eee ae re i oo on ies cS le aR I Pll oe ia ie ey Sener ey tee. ean ie ee 
| Se galas oe ek some nee) ee a I gs bate ie ee ire 3a ; 
| a , Scr Saas we may ea es ae Y : & k “aie si ; 
ee ‘ j coe av : peer : peas ; 
| Bis hel ig the sae aioe ba aia: 
| ce ree ‘ Bea 
| at gee ate 0 a See eae ane eae ee sigh conictemt = A ed tie 6 * te 
¢ pe he i ; : Pee Se ‘ebe Tg, Sea ‘ i uaa " 
| | pueey x Beate : Pe aa ‘ “ pee win i wai FAS ne y on 
| eres “a8 SG i . ‘ hs Mi = : 
| hi vd me : ‘ ae 
ae he : , 7 a = , Se * . : 
he gS gs Ie, te a a : Ee, sa Aiea tetas Se ae So 2 ee ee ; 
_ Re ee Se Pee res EP Rpewtt ee yo ee ene nee Rae oS Toor ee ieee ® ee een” ened 3 5c oce ne oo a : 
: “te aye aes ? : a ha Seale & . ings = ae DEEN yar ye 7 re a as Pid ee . er ens = 
eee ee ae So ae pee eta! OS er Cy mee) caren ate : 
ty Rk eats tM Ge i a Pea gM reteset a peas cl 
; Ss Reta ao, Beers ‘ — i — lt Be Se iG Bone tacos oe ae cca ae) Sei ee 
i n 4 i 2 TE ee a aR? Rs 8 han ger es let. | cee Renn sek Sy chal bast pie: Seth Sto Nee et ies Ba peta e tga a 
Rake tec eos dusar i... i ee Rel hier Se Ses die Dee a Ri rere Ree Os ea) a 
MR is ay RR Cares enh oe 0° 2) > yn 72S OR Se Fe TF VC AD Nc eg NDA rte ; Pee rea Ne rae la : é 
PES as mere” aaa ete ee Gees aN) Ss 6 ad ee Dee CREE 5 ae Ag Sa NA, STEN eh gy Rn te Ri OT, BENG. PRE Ae ee TE ge. 3) aN oo eg ame ook 5 7 
ed te ign eee eee oe A SS ce = Bg gest err Cl er ea i) te ee greece eee hk, A ear ge eae sya 
i mene] (re, Tire Oh © 5 a get BRR cre SES. RR eae ae ME RRS SS. GE eis ei ee ere eam eee 2 irae y tee Rae oo me Meas 
i le ay ee eee og a ie ee als ee 
| Clas ce 
| S; Bs ao 
Reg, ras 
aoa 
Pan “Eleet,;, QNE p = 
~~ Ecr¢ 
The ; heen, Cony 
fron, Or; d) 
Piety Stee Mes @ i : 
Jar ite Be or . ] 
feretoee™ Maem 
eS tions oe Mansde bs 
ang rer, fac 
domes air “leer, ~ Paws i 
he Vel, Cond, . f Gi. 
angiene fe Pat Ae 
« Use ° . 4s 
e779 Com. a» Le Pi | 
7o 2 erens wo 
lis7p, (44-4 
Pe . 4 Spee 2070p ; 
Magee S gy ile. 2” Magy 
ne. 
9 BND ott. he 
Zi © Reais, SBpy>***+ Stop 
088 el. So Hcg NE tn ga 
Ss e 2&4 7304 
Ago Money . Lees 
Bhos & . 
fang 2? Mary SRS Rag 
a Bees 12 Urteg lta 
S029 in # {-S4¢2) 
~ Wg d 
~ Met-4299 H os 
——————— ee ee nnn ee S--------—-:—<S—S ; 
ar Tine Mae ee RA op an ea vt ane PG oe ee ee a. Dares Re tees RN agp aes : BUN We Stay Gus dea Senet een 
Bp de ad ce eee ee Ee ee ee Gee Ok oe ee reo ean S a ape at eg ig en ee 
ARREST) tN a a amie PS Bins, banat i ae A Peete as at OT ae MR Le) Le eres ey a Pies th PRS TES Gace 8 Leet Att Se eas e SRL ee ge WRG aero, ci Somme 2 19a 
ops eee oe ir eerie ge uate ee Win tl iti Nae mag ih Uk ie eee Say Uy cs ae Hg cas at us yet tag ste at Ren Maia call es Si VE anes eaie aay geen oe Bere eee a 
ee Om a ; ear ee ge eae : ee Sem i es Bee Ree wie Se him a RN hc Mla es Ue Ess gu ee ee a a tetas ete foe eo ee ich Ga SS, | Oca 
tales.” Rac aR es a cs cel aerate Oat RS aa a a ie : ae ERS ER Cr FG eS ena men one ne re Meer eS (ane Exec en Cree SAA SO eee eee 
OBE ee 6 asl, teh! (GRE Soe ae la. See ee Ly ma eS Eh Ar Ren eee Teen MORERe "MRM RC ce Me ee mom eee os ek a he CAGE en fe ROLE ae ES el te a IO AL) tes ko. bry ee Rae OP eae ai Bea se pe : aed fo tok NA TAGE ae eer nse 
0 ce a See Sc CSS ciel Sse. + 21 a amen exc ee Se Rano 27 sc eS ee Ts Sun = ca ee es <n Oe ae a oh mi Cae a coe eee ig a SN ee Ce pS Sa AON IS eh a es 


28 


ADVERTISING AGE 


April 6, 1935 


Canada Issues 
New Ruling on 
Sunday Radio 


Ottawa, Ont., April 4.—The Cana- 
dian Radio Commission has ruled 
that sales talks or spot advertising 
will in future be prohibited from all 
radio programs broadcast by Cana- 
dian radio stations on Sunday. 

The date on which the order is to 
take effect will be determined by a 
study to be made of existing adver- 
tising contracts held by various sta- 
tions for Sunday advertising. 

With programs already limited to 
five per cent advertising content, or 
three minutes per hour, the new 
regulation will cut deeply into the 
revenue of Canadian broadcasting in- 
terests. 

One result which is foreseen is a 
greater listening area for American 
broadcasters on weekdays as well as 
Sundays, as Canadian listeners be- 
come accustomed to tuning in United 
States stations in preference to Cana- 
dian stations. 

At the present time, all Sunday 
programs over Canadian stations, 
with the exception of church services 
and a few educational talks, are 
sponsored programs. It is expected 


that the radio commission will make 
available a larger number of Sunday 
musical hours for all its affiliated 
stations. Many of the smaller sta- 
tions may be forced to shut down on 
Sundays as a result of the new rul- 
ing, it is said. 


Finland Has New 
Advertising Paper 

Modelled closely on American 
lines, a new advertising trade paper 
has been launched in Finland, issued 
under the title, Mainostaja, and de- 
voted to marketing and advertising 
affairs. 

The publisher is W. K. Latvala, 
prominent Finnish advertising ex- 
ecutive and managing director of 
Erva-Latvala O. Y., the Helsingfors 
branch for Erwin, Wasey & Co., New 
York. The first issue carried an auto- 
graphed portrait of President Roose- 
velt on the cover and contained 60 
pages. 


Fight Liquor Ad Ban 


Freedom of the press is endan- 
gered by the Beggs bill, which would 
prohibit all liquor advertising in 
Wisconsin newspapers, the _ state 
legislature’s finance committee was 
told last week by R. D. Sachs, of the 
Wisconsin Daily Newspaper League, 
and Bruce McCoy, of the Wisconsin 
Press Association. The bill would 
also create a liquor control commis- 


sion. 


GIVES READING TIME 


vee oa 


‘95 - caen Aapenen 


SOLD ONLY AT INDEPENDENT SERVICE STATIONS 


Reading time and plenty of play 
on the numbers, "95," feature the 
new copy for MacMillan gasoline. 


Wilmet Joins Designers 


Georges Wilmet, designer for the 
past 15 years for such organizations 
as Armstrong Cork & Insulating 
Company, Du Pont de Nemours & 
Co., and Chase Brass & Copper Com- 
pany, has joined De Vaulchier & 
Blow, designers of products and 
packages, New York. 


ARTISTS ° 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPED 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


$= ro ——/ 


worxrmen 


All Departments 


Board Directors 


neral Manager 


PROPER QUALITY QUICK DELIVERY 
Because of up-to-date 
equipment and best 


LUTHER C. ROGERS, Chairma: 
A. R. yds « President and 


Printing 


Catalogues e Publications e General Printing 

Direct Mail Advertising 

COPYWRITERS @* 
PLANNING e 


OUR SERVICES 


TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 
(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 
(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 
(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 
(Planning, copywriting, voi 
ing, photographing and artwork) 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from all parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


a 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


EXECUTIVES: 


J. W. HUTCHINSON, Vice Pres. and 
Sales Director 


n 


ENGRAVERS @ 
PHOTOGRAPHING 


DEPENDABLE PRINTING 
] Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


RIGHT PRICE 


Because of superior 
facilities and efficient 


Polk and La Salle Streets 


W. E. FREELAND, Secretary and 


ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


management 


Chicago, Illinois 


H. J. WHITCOMB, Vice 
President 


Treasurer 


COPY LENGTH 
GIVEN READER 


Los Angeles, Cal., April 3.—Utiliz- 
ing the device introduced by Liberty 
for its fiction and articles, advertise- 
ments stating the exact time re- 
quired for reading are appearing in 
newspapers as part of MacMillan 
Petroleum Corporation’s new cam- 
paign to sell 95-Star gasoline. 

Copy is unique in several respects. 
Taking the figure 95, the company 
introduces the fuel symbol in vari- 
ous ways. Heading one advertise- 
ment is a streamer which reads: 
“Warning! Only 95 out of every 100 
motorists will be interested in this 
advertisement. Reading time—two 
minutes.” 

The motorist is also told that “95 

out of every 100 cars can drive and 
thrive on this new gasoline.” Finally, 
a total of $95 in cash prizes is being 
offered every day except Sunday for 
a 95-word letter. 
The campaign is being run in 
newspapers in metropolitan areas 
and elsewhere in southern California. 
Later it may be extended to include 
the northern part of the state. Out- 
door posters are also being used. 

The Los Angeles office of Erwin, 
Wasey & Co. is in charge. 


Prune Growers 
Urge Renewal 
Of Promotion 


San Francisco, April 4.— Colusa 
and Glenn County prune growers at 
a recent meeting unanimously passed 
a resolution demanding that a plan 
be developed immediately so that 
California prunes can continue to be 
nationally advertised on an industry 
basis after the end of the present 
season. 

Continued advertising is essential, 
according to speakers at the meet- 
ing, to stimulate domestic consump- 
tion, offset a declining export market 
resulting from unsettled European 
conditions, meet increasing competi- 
tion from other advertised fruits and 
foods, and maintain trade coopera- 
tion in featuring and pushing the 
sale of California prunes through 
wholesale and retail channels. 

When the growers’ cooperative, 
United Prune Growers of California, 
was replaced last year by the Prune 
Control Board under an AAA mar- 
keting agreement, the agreement con- 
tained no provision for a continua- 
tion of the advertising which the co- 
operative sponsored. 

The present national campaign for 
California prunes is being financed 
from funds remaining from the 1932 
and 1933 campaigns. 


Erwin, Wasey, London, 
Adds Radio Facilities 


A new radio department headed by 
John H. Winters, formerly in the 
New York office, has been opened by 
the London offices of Erwin, Wasey & 
Co. Gager Wasey, another former 
New Yorker, is a member of the de- 
partment. 

In connection with the announce- 
ment of the new service, it was re- 
vealed that Thomas Hedley & Co., 
Ltd., an important client, is adopting 
radio advertising, putting on a twice- 
a-week broadcast, the Oxydol Quar- 
ter Hour, over Radio Luxembourg. 
Other clients of the new department 
include Musterole Fine Products 
Company, Kissproof lipsticks, Hoover 
suction cleaners and Goodyear tires. 

The programs are prepared in Eng- 
land and broadcast from Luxem- 
bourg and France to the 8,000,000 
sets in the British Isles, where radio 
advertising is barred. 


Coty Compiles 
“Lipstick Anthology” 


For the edification of the con- 
sumer, Coty, Inc., has prepared a 
small folder entitled “Lipstick An- 
thology,” compiled from a current 
series of advertisements written es- 
pecially for The New Yorker. 

A number of poems. written by 
leading poets of The New Yorker are 
featured in the advertisements. Each 
voices a complaint about lipstick. 


Agency Dissolved 


The advertising agency of Bixby 
& Hewitt, Providence, R. I., has been 
dissolved. George R. Bixby has 
opened his own advertising agency 
at 51 Empire St., the address of the 
former firm. William F. Hewitt has 
joined Frank Crook, Inc., Pawtucket 
automobile dealer, as promotion man- 
ager. 


Bureau Reorganized 


The Yankee Network Artists Bu- 
reau has been reorganized under the 
supervision of Linus Travers, direc- 
tor of commercial production. Van 
D. Sheldon will be director of the 
bureau, with Josephine White as as- 
sistant. 


R. B. Jones Moves 


Robert B. Jones, advertising coun- 
sel, Providence, R. I., has moved 
from 140 Orange St. to 828 Hospital 
Trust Bldg. 


M. M. 
PM. 


In planning the Window Dis- 
play, it pays to be “Mer- 
chant-Minded" rather than 
Price-Minded. FACTS TALK! 


FREEMAN CON Ne 


Starr and Borden Avenues 
e Long Island City, N. Y. 


indeed high time to 
Ez z, telephone for eee 
FREE & SLEININGER, INC. 


RADIO STATION REPRESENTATIVES 
RADIO ADVERTISING RATES AND DATA 


SEE PAGE | 


COLORED « 
POSTAL CARDS 


35 designs, lithographed on government 
and plain cards. Cost from 1%c to 2c 
ready to mail. Write for free sample 
set—special offer to advertising coun- 
sellors, printers and letter shops. 


MENDLE PRINTING CO., Dept. B., St. Louis, Me 


Oring 
... andthe 
CAVALIERI 


®Balmy weather and 
things to do make Spring 
the ideal vacation time 
here. 


®Golf on two famous 
courses adjacent to the 
Hotel. Excellent stables 
and miles of rambling 
bridle paths. Indoor salt . 
water pool. Trap shoot- 
ing. Real "Old Virginia" 
cooking. 

Easily accessible by 
motor, train or boat. 
Booklet upon request. 

N. Y. Booking Office 


500 Fifth Avenue 
Lackawanna 4-711! 


HOTEL 
' VIRGINIA BEACH 


VIRGINIA 
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ALN. A. STUDIES 
1934 TREND OF 
CIRCULATIONS 


New York, April 4.—Sixteen lead- 
ing magazines made slight gains in 
total net paid circulation between 
the last six months of 1933 and 1934. 
Newsstand sales continued to de- 
cline and “other than newsstand 
sales” showed continued’ gains. 
Fourteen of the magazines made 
lineage gains in the last half of 
1934, as compared with the corre- 
sponding period of 1933. A slight 
decrease in the average cost per 
page per 1,000 circulation was 
found in 1934. 

This summarizes a “Study of 
Magazine Circulation” just issued by 
the Association of National Adver- 
tisers, in keeping with its policy of 
scrutinizing not only all of the cir- 
culation enjoyed by each magazine, 
but the methods by which it was 
secured. 

While most of the comparisons are 
between the last six months of 1933 
and 1934, some interesting figures 
are given comparing the last half of 
1934 with the last half of 1929, when 
magazines, in common with other 
mediums, probably reached their 
highest degree of prosperity. 


Circulation Methods Studied 


The 16 magazines show for the 
last half of 1934, as against the 1929 
period, a decrease of 3.9 per cent in 
net paid circulation; a decrease of 
30.7 per cent in newsstand sales; 
decrease of 6.6 per cent in rate per 
page per 1,000 circulation; and an 
increase of 12.2 per cent in other 
than newsstand sales. Some impor- 
tant variations from the average are 
revealed by groups and individual 
papers. 

No less than 19 columns are used 
for the analysis of the circulation 
of each paper for each six-month 
period in the last two years. The 
A. N. A. study gives special atten- 
tion to an analysis of “channels of 
sales” and “sales by inducements,” 
complete data being given for each 
paper. 

The papers studied are, in the 
women’s field, Delineator, Good 
Housekeeping, Ladies’: Home Jour- 
nal, McCall’s, Pictorial Review and 
Woman’s Home Companion; week- 
lies, Collier’s, Liberty, Literary Di- 
gest, Saturday Evening Post and 
Time; monthlies, American, Cosmo- 
politan, National Geographic, Red- 
book and True Story. 

A foreword in the analysis calls 
attention to the importance, in read- 
ing A. B. C. statements, of distin- 
guishing between the figures denot- 
ing net paid circulation and the fig- 
ures indicating production. 


Pharmaceutical Club 
Plans Discussions 


A program of discussions at semi- 
monthly meetings of the recently 
organized Pharmaceutical Advertis- 
ing Directors Club, New York, was 
outlined at a meeting in Hotel 
Pennsylvania this week. 

The discussions will be in charge 
of a general committee made up of 
the following committee chairmen: 
entertainment, Dr. J. H. Lawton, 
Huxley Laboratories; publications, 
Paul J. Blakeslee, Maltbie Chemical 
Company; direct mail, A. Douglass 
Brewer, Ciba Company, Inc.; medi- 
cal relations, Dr. C. F. Longfellow, 
G. W. Carnrick Company; radio, 
Stanton Ballard, Huxley Labora- 
tories; and government relations, 
Edward B. Austin. Thomas Leeming 
& Co. 


J. E. Swalley Appointed 


The Chicago office of Ruthrauff & 
Ryan has been appointed to handle 
the promotional advertising of the 
Midwest Farm Paper Unit. Plans 
for intensive market analyses are in 
preparation, as well as a schedule 
for trade papers. 

J. Earle Swalley, lately with As- 
sociated Farm Papers, and formerly 
advertising manager of Wallace’s 
Farmer, has been appointed Western 
— of the Midwest Farm Paper 

nit. 


Two Pick Schaffner 


Mullite Refractory Company, Sey- 
mour, Conn., and Greist Mfg. Com- 
pany, New Haven, Cenn., have ap- 
pointed Claude Schaffner Advertis- 
ing Agency, New Haven, to direct 
their advertising. Trade papers will 
be used on both accounts, with some 
direct mail in addition for the Greist 
company, which makes lamps and 
art wares. 


Taylor Resigns 


Cc. C. Taylor has resigned as ad- 
vertising director of the Tobacco By- 
Products & Chemical Company, 
Louisville, Ky., to direct his fruit 
farm development at Albion, Mich. 
G. F. Leonard has been appointed as 
his successor. 


Brindley Dies 

An associate of R. H. Fleisch- 
mann, president and publisher of 
The New Yorker, for 46 years, 
Charles Elton Brindley, 65, secre- 
tary and treasurer of the F-R Pub- 
lishing Corporation, which  pub- 
lishes the magazine, died in New 
York this week. Before The New 
Yorker was launched he had been 
secretary and treasurer of the old 
Fleischmann Vienna Model Bakery 
for 25 years. 


Leica Appoints 
Calkins & Holden, Inc., New York, 
has been named by E. Leitz, Inc., 
to prepare advertising for Leica 
cameras, microscopes and camera ac- 
cessories. 


Hotpoint Calls Meet 


Advertising representatives of 15 
of the principal electric light and 
power companies in the Southeast- 
ern states have been invited by the 
Edison General Electric Appliance 
Company, maker of Hotpoint electric 
ranges and water heaters, to meet 
in Atlanta April 12 for a discussion 
of electric range and water heater 
sales promotion and advertising. 


T ofte to Sterling 


Arthur R. Tofte has been ap- 
pointed advertising manager of the 
Sterling Motor Truck Company, Inc., 
Milwaukee, succeeding George C. 
Mueller, now associated with the 
ghee Yates Company, Beloit, 

8. 


Plan Travel Copy 


James Albert Wales, Charles K. 
Elliott and Marion Shipley of Wales 
Advertising Company, Inc., have re- 
turned from Bermuda where plans 
for a novel advertising campaign in 
New York newspapers and a maga- 
zine drive continuing throughout the 
year were approved by the Bermuda 
Trade Development Board. 


Select Brisacher 


The Los Angeles office of Emil 
Brisacher and Staff has been ap- 
pointed by Chas. Lieb and Sons, Los 
Angeles, to handle advertising of 
La Confession cigars. The agency 
has also been named to direct adver- 
tising of the Challenge Cream and 
Butter Association. 


71,646 FAMILIES 


Send proof of their 
purchases of 


FELS NAPTHA 
SOAP 


as a direct result of 
their advertising 
over 


WIR 


THE GOODWILL STATION 
DETROIT 


Each of these 71,646 
responses contained 
from two to twelve 


FeLs NAPTHA SOAP 


wrappers. 


of additional responses 

were sent direct to the 
sponsor during this cam- 
paign. Forty-six daytime 
programs, of 15 minutes each, 
were used and the cost per 


Thousands 


response, considering only the 
mail received at the station, 
was a little over seven cents. 


10,000 WATTS 


CLEARED CHANNEL 


NBC BLUE NETWORK 
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New Frigidaire 
Copy Tells Air 
System Merits 


Detroit, Mich., April 4.— When 
buying air conditioning, look for 
the name Frigidaire, the Frigidaire 
Division of General Motors Corpora- 
tion is telling prospective customers 
in a campaign just launched, di- 
rected at both home owners and 
business executives. 

Frigidaire’s campaign for the fast 
growing infant of modern industry, 
now far beyond swaddling clothes, 
has been placed in American Res- 
taurant, Chain Store Age, Home 
Ware, Hotel Management, Modern 
Beauty Shop, and Retail Ledger. 

The G-M division will also deliver 
its message on air conditioning in 
Business Week, Forbes, Fortune, 
and Time. 

Newspaper advertising on a co- 
operative basis enters into the 
Frigidaire effort, covering all cities 
in which there is an active distribu- 
torship. 

Copy has been designed to stress 
the success of Frigidaire air con- 
ditioning equipment when tried out 
under every conceivable condition 


‘in the terrific heat of the summer 


of 1934, in hotels, office buildings, 
restaurants, stores, cafes and homes. 
The Geyer Company, Dayton, is the 
agency in charge. 


Whisky, HTH Accounts 
to Campbell-Sanford 


The Clyde Distributing Company, 
Cleveland, importer of Holtz Moun- 
tain Cream Scotch whisky, has 
placed its advertising account with 
the Campbell-Sanford Advertising 
Company, Cleveland. Metropolitan 
newspapers will be used on a na- 
tional scale. The Mathieson Alkali 
Works, Inc., New York, has placed 
the advertising of HTH-15 in the 
poultry and dairy field with the 
same agency. Poultry and trade 
publications will be employed. 

Will Carlton, formerly assistant 
manager of the Ohio Farmer, has 
joined the agency’s Cleveland office 
as assistant production manager. 


Agency to Move 


Craven & Hedrick, New York ad- 
vertising agency, will celebrate its 
first anniversary by taking larger 
quarters at 300 Madison Ave. about 
April 15. 


Heads Rankin Radio 


Rod Arkell, former publisher of a 
group of Florida newspapers and 
more recently a radio commentator, 
has been appointed radio director of 
Wm. H. Rankin Company, New York. 


Periodical Code 


Group Has Surplus 


A surplus of $20,395.44 for the first 
year’s operation of the code author- 
ity for the periodical publishing and 
printing industry is shown in the 
report of the year’s operation by 
Stanley R. Latshaw, chairman of 
the executive committee, which was 
mailed to members this week. 

The report indicates income dur- 
ing the year of $45,816.14 from dues, 
assessments and other sources, and 
total expenditures of $25,420.70, as 
compared with a budget estimate of 
expenditures of $54,035.40. 


Joins Rubber Displays 


Martin J. Newman, assistant ad- 
vertising manager of The Formfit 
Company, Chicago, for the past six 
years, has resigned to become vice- 
president of Rubber Displays, Inc., 
538 S. Wells St., Chicago, maker of 
animated display forms, fixtures and 
mannequins of indestructible rubber. 


H. L. Bird Joins Agency 


Harry L. Bird, Joliet, Ill., who re- 
cently resigned as merchandising 
counsel of the Laundryowners Na- 
tional Association, has joined Pet- 
tinger-La Grange, Inc., Indianapolis 
advertising agency. Mr. Bird was 
editor of Printed Salesmanship for 
several years. 


wt tH 
murers £OF 
sd n 


us tu e ed PY | soon 
Howat me |e" tion, ® jans outlin way 
ed @ auc® det 
— a memaking ‘i n servi mene conference: 
ce) at 
sw 


Fastest-operating practical 
binders ever developed. 
Many types and sizes to 
meet varied requirements. 


mm Success depends on the 


sate aoe ee 


RIGHT BINDER 


THE SALES-PAC 
Originated and developed 
by Heinn; America’s stand- 
ard for all who use visual 
selling material. 


The loose-leaf system of cataloging, as engi- 
neered by the Heinn organization, is a custom- 
built selling machine, developed to fit the mer- 
chandising program of a particular business. 
But it works only because the binder itself in- 
vites use. Just as Heinn engineered bulk and 
weight out of salesmen’s material, Heinn has 
engineered speed into the loose-leaf catalog 
binder for customers’ use. 


Getting Personal : 


Fritz J. Frank, executive v.p. of the Chilton Company, has sold The 
Bluff, one of the oldest and most historic plantations in South Carolina, 
which he purchased for a shooting preserve about 11 years ago. This 
means simply that he wants more variety in his shooting and not that 
he is a bit less interested in the sport. . . 


Dr. George Gallup, Young & Rubicam’s research director, has had 
the satisfaction of seeing his advertising ideas successfully applied in 
the political campaigns of his mother-in-law, who is now serving a sec- 
ond term as secretary of state of Iowa. . 


Richard C. Patterson, Jr., and Roy Durstine are busily engaged in 
spare time rustling some cash for the Salvation Army. . . 


Clair Maxwell, publisher of Life, is in the market for several hun- 
dred six-inch brook trout, which will be used to stock the stream on the 
preserve of the Lester Valley Gun Club near Carmel, N. Y. The pub- 
lisher is president of the club, the advertising members of which in- 
clude Ben Duffy, BBDO; Dick Whitney, Redbook; Albert Whidden, 
Macfadden Publications; Ray Bi!l, Sales Management; Joe Busk, Ruth- 
rauff & Ryan; Morgan Reichner, Kimball, Hubbard & Powel; Harry 
Faville, No-Glo Coal Company; and Arnold Rau, BBDO. . . 


These Federal Advertising Agency stalwarts have just finished mopping up the 
New York Agency Basketball League and collecting awards from Rapid Electro- 


type and Beck Engraving. Seated are Finley, Brandt, Happ (captain), Mack 
and Franks. Standing are McCormick, Dusek, English (manager), Banek and 
Price. Space buyer Carl Brandt, Jr., is a Cornell basketball letter man. 


A pigeon which chose a window ledge of a Manhattan agency for 
its home has brought Lennen & Mitchell, Inc., into the news spotlight 
by building its nest of metal paper clips. Dr. Otto Tinklepaugh, the 
agency’s research director, on whose ledge the structure was built, 
promptly labelled it the “first all-metal pigeon home”... 


Doc Cupid has prescribed matrimony for the heart trouble of Jean 
Norton, of Massaic, N. J., and William Lloyd Shinnick, of Ayer’s Phila- 
delphia office. Miss Norton prepared for a career as the wife of an 


agency man by attending the Traphagen School of Fashion in New 
FORE, os 


Frank Hatch, BBDO v.-p. and Boston manager, is giving a lot of 
thought to jewelry these days, but he’s interested in selling, rather 
than buying. Frank is a director of Shreve Crump & Low Company, 
local store which operates in the Tiffany style and tradition. 


The major portion of the latest issue of “Universal Weekly,” 
house organ of Universal Pictures, was given over to a vigorous edi- 
torial written by Carl Laemmle in which he put a lot of laurel wreaths 
on the brow of Martin Quigley, head man of Quigley Publishing Com- 
pany, for his splendid work in the field. 


Add hard-to-take assignments: Jack McCarthy, McCann-Erickson 
a.e., journeyed to Boston during the visit of Lord Mayor Alfred Byrne 
of Dublin to make sure that hizzoner was properly entertained by the 
Croft Brewing Company, a McC-E client. Reuben Newman, ad- 
man at Jordan Marsh, Boston department store, is honeymooning in 
Florida with the former Ann Cohen. 


The furore at the special showboat performance of “Her First False 
Step” for the Chicago Federated Advertising Club last Friday rose 
to a positive frenzy when Chester Price, a.m. of City National Bank, 
won a pair of rubber panties in the curtain-raising drawing. . . An- 
other financial man who added zest to the party was Preston Reed, 
headquarters chief of the Financial Advertisers Association. Pres, 
dressed in a specially applied villainous mustache, added just the proper 
tone to several of the informal quartets which operated at inter- 
vals. 


Ray Schaeffer, a.m. of Marshall Field & Co., and Dick Thain, a.m. 
of Carson, Pirie Scott & Co., Wholesale, had such a good time together 
at this same party that one would scarcely believe that their two 
companies are competitors. 


Emulating the first Roosevelt, two Boston advertising men came 
on to win after their lives and careers had been despaired of because 
of ill health. Roger W. Babson, statistician, is one, and Billy B. Van, 
vaudevillian and soap-maker, is the other. 


Although reporters are banned from meetings of the Chicago Ad- 
vertising Managers Club, the word has seeped out that Patricia Gordon 
(Princess Pat) did a swell job of conducting the club’s recent clinic 
on radio. 


The power of suggestion is proven in the case of Hil Blackett, 
Chicago agency head, who is now on the high seas with Mrs. Blackett 
bound for Egypt. An ardent Egyptologist, Mr. Blackett decided on the 
trip, which will take him to portions of Egypt seldom visited by tour- 
ists, after reading a particularly appealing article in the National Geo- 
graphic... 


M. Frank, of the Frank Presbrey production department, can sing 
those Italian arias in the real spaghetti manner, according to PM... 
Bill Feddery, Hardware Age representative in the Central West, is 
not only a colonel in Kentucky, but also a licensed boxing judge in 


Cleveland. . . 
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Veto Quashes 
Perilous Trade 


Mark Proposal 


(Continued from Page 1, Col. 2) 


garded as consumer insurance,” 
said Mr. West. “Certainly no trade 
marked article could long exist if it 
did not have the inherent value 
which the consumer demands. 

“In purchasing a nationally ad- 
vertised trade marked article the 
consumer knows just what he is 
getting. For any state to allow un- 
scrupulous persons to manufacture 
and use solely in intrastate com- 
merce goods under a trade mark 
made available through the quite 
understandable ignorance of a state 
law on the part of a national adver- 
tiser would be unfair not alone to 
the advertiser but to the citizens of 
that state.” 


Governor Tells Stand 


In a statement explaining his veto 
which advertising men have de- 
clared a model of fairness and log- 
ical reasoning, Governor Kirman 
said in part: 

“This bill presents attractive rev- 
enue possibilities, but so far as I can 
see it has nothing else to recom- 
mend it. National concerns operat- 
ing under registered trade marks 
have spent millions of dollars in ad- 
vertising and establishing markets 
for their products and they have 
thus acquired property rights therein 
which it should be the policy of our 
laws to protect. 

“The bill violates every principle 
back of the rule against taking 
property without due process of 
law. Then, too, by making any un- 
registered trade marks public prop- 
erty which may be registered as the 
property of and used by any person, 
we open the doors to and encourage 
the deception and defrauding of our 
citizens. 

“If this bill is enacted into a law, 
our state will be flooded with in- 
ferior goods manufactured and mar- 
keted by unscrupulous _ persons. 
However much the state of Nevada 
may be in need of revenue, we can- 
not afford to pay the price which 
this bill would exact of us.” 


Kerr Leaves NBC 


Harry T. Kerr has resigned from 
the press department of the Na- 
tional Broadcasting Company to 
join the radio publicity department 
of J. Walter Thompson Company, 
New York. 


Holds Home Show 


The Boston Herald and Traveler 
launched an 11-day better housing 
exposition April 4 in its exhibition 
hall. Featured are exhibits of air 
conditioning, roofing, and electrical 
and other appliances. 


Representative Moves 


Lorenzen & Thompson, Inc., pub- 
lishers’ representative, has moved 
its Chicago office from 122 S. Michi- 
gan Blvd. to 333 N. Michigan Blvd. 
The firm’s new telephone number is 
Central 2828. 


Empire Picks Agency 
Redfield-Johnstone, Inc., New York 
advertising agency, has been ap- 
pointed by Empire Drug Labora- 
tories, Inc., Buffalo, to direct its ad- 
vertising. Newspapers will be sched- 
uled. 


Turner Selects Hooper 


The James H. Turner Advertising 
Agency, Chicago, has appointed 
George C. Hooper as director of the 
radio division. Mr. Hooper was for- 
merly associated with WCFL and 
WJKS. 


Aims at Bus Market 


Travel News Publishing Company, 
560 Dwight St., Holyoke, Mass., has 
started publication of Travel News, 
circulated monthly among bus pas- 
sengers in western and central New 
England. 


Named Dance Chairman 


Max Livingston has been named 
general chairman of the annual din- 
ner dance of the New Haven Adver- 
tising Club to be held April 27 at 
the Seven Gables Inn, Milford, 
Conn. 


CHANGED ‘QUINTS’ 
STATUS IMPAIRS 
ADMEN'S CHANCES 


(Continued from Page 1, Col. 2) 
pointed Joseph Sedgwick, attorney 
general’s office, Toronto, to aid the 
busy doctor in handling commer 
cial contacts. 


No Schedule of Fees 


No schedule of fees for endorse- 
ments has been drawn up as yet. It 
is apparent, however, that Dr. Dafoe, 
while enforcing standards which 
may do much to uplift testimonial 
advertising, feels a proper sense of 
responsibility toward his charges. 
It is equally plain that he will re- 
fuse every penny that is offered him 
for his own endorsement, which, at 
least at present, is as valuable as 
the quintuplets’. 

Advertising releases are obtained 
upon approval of uses to which the 
testimonials will be put and the 
making of a suitable donation to the 
Dionne Hospital Fund. For all the 
strictness of his code, Dr. Dafoe is 
lavish in his praise of a good prod- 
uct, and advertisers who have se- 
cured testimonial privileges are loud 
in praise of his cooperation. 

The group is small and will grow 
slowly. It includes Libby, McNeill 
& Libby’s baby foods, Carnation 
milk, Lysol, Stork nipples, a United 
Drug Stores product, an iceless re- 
frigerator operated by a gasoline 
motor for farm use where electricity 
is not available, a corn syrup and 
Dionne diapers, the only product 
which will be allowed to use the 
name as a brand. 

The diaper firm got its request in 
early before the testimonial policy 
was formulated. It is also forbidden 
to use testimonials in any other 
medium than newspapers and maga- 
zines. This rule is clarified to spe- 
cifically exclude direct mail, labels, 
and outserts and inserts. The rule 
was not intended as discrimination 
against certain mediums, being 
framed to provide for easy control 
of the testimonials. 


Pictures Hard to Get 


Granting of testimonial privileges 
does not automatically entitle the 
advertiser to specially-posed photo- 
graphs. Special sanction must be 
had for these, and so far only Libby. 
McNeill and Libby have convinced 
the doctor that they are necessary. 
Other advertisers have a wide choice 
of stock photographs from the files 
of Newspaper Enterprise Associa- 
tion, which holds the exclusive pic- 
ture rights. 

Advertisers holding testimonial re- 
leases have shown unwillingness to 
discuss terms and conditions. It is 
believed that Libby, McNeill & 
Libby have been the principal con- 
tributors, paying a fee estimated at 
about $10,000. 

Judging by amount of copy pub- 
lished this firm does hold the biggest 
stake in the pulling power of the 
quintuplets. The refrigerator, corn 
syrup and diaper companies have 
also baptized their testimonials in 
the public prints, the latter two, 
Canadian firms, confining their. copy 
to Canada. Lehn & Fink will pub- 
lish their first quintuplet copy on 
Lysol in summer issues of maga- 
zines, and the advertising group will 
be increased by the successful ones 
now carrying on negotiations. 

Dr. Dafoe came as near as he has 
indicated he will go in giving his 
testimonial apart from the quintup- 
‘lets when he delivered a lecture in 
New York Dec. 10 under the spon- 
sorship of the Liggett Stores. The 
company approached him through a 
younger brother in Toronto, also a 
physician. 


‘Accepted No Pay 


Dr. Dafoe, who was coming to 
New York on a vacation trip any- 
way, agreed to make the talk if the 
event was not associated in any way 
with Liggett products. The com- 
pany published small newspaper ad- 
vertisements inviting the public to 


write for free tickets. The hall 
seated 5,000 and 20,000 tickets were 
requested, the complication requir- 
ing the company to publish adver- 
tisements of apology. 

Liggett Stores made the custom- 
ary donation to the hospital but the 
doctor refused remuneration and 
repayment for his expenses. 

It is difficult to form an opinion 
of public interest in the quintuplets 
through the sale of pictures as edi- 
torial features. There is no meas- 
urement, as the 450 newspapers 
which subscribe to the N. E. A. serv- 
ice pay a flat rate. Six Hearst news- 
papers are the only non-subscribers 
receiving the Dionne quintuplet pic- 
ture service. 


Bruns Leaves Holland 


Paul Bruns has resigned as vice- 
president in charge of sales and ad- 
vertising of the Holland Furnace 
Company, Holland, Mich., to return 
to Detroit, where he will devote the 
next few months to a study of the 
heating and air conditioning indus- 
try and markets. 


Is Hanrahan Treasurer 


Frank K. White, Literary Guild 
treasurer and director the past six 
years, has joined John Hanrahan 
Publishing Company, The Stage, 
Arts and Decoration and Creative 
Design, as treasurer and director. 


Radio Rep Firm 
Splits Stations 
Into Two Groups 


Chicago, April 4.— Developing a 
system which makes possible a more 
thorough sales job for each station 
represented, Free & Sleininger, Inc., 
radio station representative, has di- 
vided its list of 21 stations into two 
groups. 

One group will continue under 
Free & Sleininger, Inc., representa- 
tion, while the other will be handled 
by a new affiliate company, Free, 
Johns & Field, Inc. Each group will 
consist of stations with similar 
sales problems. 

Larger quarters will be taken in 
both New York and Chicago to ac- 
commodate the increased staff en- 
tailed by the addition of a second 
organization. At the present time 
no changes are contemplated in the 
Detroit office, headed by F. H. 
Weissinger, which will represent the 
stations of both companies. The 
Walter Biddick Company will act 
as Pacific coast representative of 
both organizations. 

James L. Free will serve as presi- 
dent of Free, Johns & Field, Inc., as 
well as of the parent organization. 


John H. Field, Jr., vice-president of 
the new company, who will have 
charge of its New York office, was 
formerly New York representative of 
the Yankee Network. J. Frank 
Johns, also a vice-president of Free, 
Johns & Field, Inc., has been an ac- 
count executive in the Chicago office 
of Free & Sleininger, Inc. 

The new line-up of stations will 
be announced sometime before May 
1, when the new arangement will go 
into effect. 

“The two organizations will work 
side by side under a single manage- 
ment,” Mr. Free stated, “and every 
member of either organization will 
be able to give advertisers and agen- 
cies routine information regarding 
rates, coverage, and available time 
for any station on either list. But 
the creative selling efforts of each 
man will be directed toward the sta- 
tion represented by his organization. 
This will enable us to continue our 
single ideal of service to agencies 
with a double set of sales personnel.” 


Williams to “Enquirer” 

T. Norman Williams, formerly ad- 
vertising manager of the Minneapolis 
Journal, has been appointed adver- 
tising manager of the Cincinnati 
Enquirer, succeeding George T. Bech- 
told, who has formed a photographic 
enterprise in Cincinnati to be known 
as Trindle Studios, Inc. 
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The Week's 
New Programs 


New radio programs, changes in 
type of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 

News for this column is welcomed, 
but for obvious reasons it will be 
impossible to include programs of a 
local character. 


April 8 
Emerson Drug Company, for 
Bromo Seltzer. New. “Pathe News 
of the Air—Sound Behind the Head- 
lines.” Monday and Wednesday, 
9:45 to 10 p. m. EST, on Mutual 
Broadcasting System. Agency, J. 
Walter Thompson Company. 
April 14 
Better Speech Institute of Amer- 
ica, for English study course. New. 
“Words to the Wise.” Sunday, 2 to 
2:15 p. m., EST. NBC-WJZ Blue 
network, using 26 stations. Origi- 
nates at WENR, Chicago. Agency, 
Auspitz and Lee, Chicago. 


Report Midwest 
Papers Showing 
Lineage Gains 


Kansas City, Mo., April 4.— That 
local advertising in the Middle West 
has shown a sizable increase in the 
first three months of 1935 was indi- 
cated by informal reports at the mid- 
year session of the Midwest Adver- 
tising Managers Association here 
Sunday and Monday. 

About one-third of the members 
present indicated that their news- 
papers had also enjoyed a gain in 
national advertising during the 
same period. Of 30 newspaper mem- 
bers, 26 were represented at the 
meeting. 


Trophy Awarded 


The Gene Kelly trophy was 
awarded to the Salina Journal, C. M. 
Woodward, advertising manager, for 
the campaign, “The Gay Nineties.” 

John T. Fitzgerald, vice-president 
of Reynolds - Fitzgerald, publishers’ 
representative, addressed the gather- 
ing on aspects of the national-local 
rate problem. New features of 
newspaper advertising, including 
bleed and color pages, were dis- 
cussed at the conference. 

F. B. Cunningham, Topeka Daily 


Capital, is president of the associa- 
tion. I. N. Baker, Omaha World- 
Herald, is secretary-treasurer. 


Jess Promoted 


William H. Jess has been ap- 
pointed assistant to John C. Long, 
manager of publications, Bethlehem 
Steel Company, Bethlehem, Pa. The 
publications department takes in the 
company’s publishing, news, and ad- 
vertising activities. Mr. Jess was 
formerly chief of the company’s ad- 
vertising copy staff. 


Columbia Appoints 


The Columbia Life Insurance Com- 
pany, Cincinnati, has appointed The 
Keelor & Stites Company, Cincin- 
nati, as its advertising counsel. 
Radio, newspapers, and direct mail 
are being considered at the present 
time. 


Austria Glorified 


Under the direction of the Wales 
Advertising Company, New York, the 
Austrian National Tourist Office is 
starting a campaign in national 
magazines treating the summer va- 
cation advantages of Austria. 


Flanter Leaves WBS 


Adrian J. Flanter has resigned as 
sales promotion manager of World 
Broadcasting System, Inc., New 
York. He has not announced his 
plans for the future. 


ADVERTISERS 


are now selling this 
market through 


the 


only publication with 


a complete spread of 
coverage among 
these buyers 


EXECUTIVES 
ENGINEERS- 
DESIGNERS- 


INFLUENCE THE 
PURCHASE OF 
MATERIALS, PARTS, 
EQUIPMENT, FIN- 
O(ayq SHES, PROCESSES, 


THE GAGE PUBLISHING COMPANY 
232 Madison Ave., New York, N. Y. 


Electrical Industry Since 1892 


Electrical 
Manufacturing 


in all 
companies 
making 
electrical 
machines, 
appliances 
and apparatus 


etc. 


WOOD F. AXTON 
TOBACCO TYCOON, 
TAKEN BY DEATH 


(Continued from Page 1, Col. 4) 
when men who were doing no bet- 
ter job were drawing great salaries. 

Mr. Axton later referred to the 
suggestion and said: “If there is 
any raising done around here it is 
going to start at the bottom, not 
at the top. Our workers are far more 
entitled to increased pay than the 
officials. Likewise it would be un- 
fair to my stockholders. They are 
my partners in this business and as 
long as I have anything to do with 
it, they are going to share the profits 
with me. The place for officials to 
get their income is from their stock. 
If they sell too much of it, as I did, 
that is their hard luck, and their 
partners should not be penalized. If 
I can’t make money for my partners, 
I have no business making it for 
myself. The great trouble with 
American business today is ‘too 
much take out for the officials.’ It 
will not occur in this company.” 


Much Depended on Luck 


In a discussion a few months ago 
with ADVERTISING AGE’S correspond- 
ent, Mr. Axton remarked: “Folks 
think I’m smart—but really I’m a 
child of fortune. I’ve been lucky. 
I’ve gotten the breaks. Probably I 
did know what to do with them 
when they came, but nevertheless 
I got them. My getting into the 
business was an accident. I have 
been fortunate in my selection of 
good people for the various posts 
assigned them.” 

He told a story of how some years 
ago he got into the cigarette manu- 
facturing business by accident. He 
had bought a large quantity of to- 
bacco for a concern which. went 
broke and was unable to accept de- 
livery. At first it looked as though 
he was in a bad way on a declining 
market. 

He went East with the intention 
of trying to unload some of the leaf. 
In New York he met an old acquaint- 
ance, who said, “I’ve been trying all 
day to remember your name. So 
and So is in the market for a lot of 
tobacco, and I knew you had it, and 
could get the order.” 

Axton rushed over to the pros- 
pective buyer’s office, and was told 
that the order had been mailed out 
that day to another concern. Just 
then an employe called attention to 
the fact that the mail was still in 
the basket. The order was taken 
out, cancelled, and the business 
placed with Mr. Axton. 

He then installed cigarette ma- 
chinery to work up and get rid of 
the rest of his surplus stock; found 
that it was a pretty good business 
and stayed with it. 


Followed Advertising Closely 


Col. Axton, as one of the tobacco 
industry’s ace salesmen, was also an 
outstanding advertising man on his 
own merit. His was a role similar 
to that played by George Washing- 
ton Hill of American Tobacco Com- 
pany, and some advertising men in- 
cluded them within the same bracket. 

Not a copywriter, Col. Axton 
nevertheless had a keen instinct on 
advertising matters and knew what 
kind of advertising pleased the 
public. The copy prepared under 
his direction has won international 
praise for its directness and sin- 
cerity, and is given a large portion 
of the credit for skyrocketing sales 
of Axton-Fisher products. 

Col. Axton employed only one ad- 
vertising agency during his career, 
that one being Kenyon & Eckhardt, 
retained when Spuds were intro- 
duced. 

The success of Col. Axton’s mer- 
chandising policies is indicated by 
the fact that his company’s sales hit 
a peak of about $28,000,000 in 1934. 


Select J. L. Sugden 


J. L. Sugden Advertising Company, 
Chicago, has been appointed to han- 
dle the advertising of the Continen- 
tal Casualty Company and the Con- 
tinental Assurance Company. 


Levy to Glicksman 


M. 8S. Levy & Sons, Inc., Baltimore, 
straw hat maker, has appointed the 
Glicksman Advertising Company, 
Inc., New York, as its agency and 
has started a promotion tying up 
with Maurice Chevalier, United 
Artists star, and the film, “Folies 
Bergere.” 


Magazines Appoint 
National Sportsman and Hunting 
¢ Fishing, Boston, have acquired 
additional representation in the Mid- 
dle West through Ewing, Hutchison 
Company, 35 E. Wacker Drive, Chi- 
cago. 


Open House Held 


To celebrate the opening of a new 
office and studio at 646 N. Michigan 
Ave., Chicago, Allan D. Parsons, ad- 
vertising, and Thad Hackett, illus- 
trations, held open house April 6. 


Burke Appointed 


Charles G. Burke, for six years di- 
rector of sales for station WDAY, 
Fargo, N. D., has been appointed 
commercial manager for W9XBY, 
high fidelity station at Kansas City, 
Mo. 


Callahan Promoted 


John L. Callahan, former advertis- 
ing manager of Yorktowne Whole- 
sale Grocery Company, York, Pa., 
who joined The Progressive Grocer 
last fall, has been made associate 
editor. 


Bryant Moves 


The Walter J. Bryant Organiza- 
tion, advertising signs, has moved 
to larger quarters in the Bankers 
Bldg., 105 W. Adams St., Chicago. 
The organization is now located in 
Room 1742. 


Day Joins Snow 


Clifton H. Day, for the past six 
years associated with Wolcott & 
Holcomb, Inc., Boston, has resigned 
to become associated with Walter B. 
Snow & Staff, Boston advertising 
agency. 


Names Davidson 


W. L. Davidson has been appointed 
New England manager of American 
Druggist. He was formerly associa- 
ted with Drug Topics and Liberty, 
and was engaged in newspaper work 
in Havana. 


Robinson to WPRO 


DeWitt Robinson, formerly com- 
mercial manager of station WOKO, 
Albany, N. Y., has been appointed 
to a similar position with station 
WPRO, Cherry & Webb Broadcasting 
Company station at Providence, R. I. 


Bloch Names B-W-W 


Bloch, Inc., Philadelphia, maker of 
go-carts and children’s furniture, has 
appointed Byren-Weil-Weston, Inc., 
of that city, to handle its advertis- 
ing. 


Picks Rankin 


The United Spirit & Wine Import 
Corporation, New York, has ap- 
pointed Wm. H. Rankin Company as 
its merchandising and advertising 
counsellor. 


NMED ERPS SORE 
* Maanoractoners who 


are looking for action on the Federal 
Housing Act, look to the plumbing 
and heating industry. Plumbing and 
heating contractors are now the cen- 
tral force around which modernizing 
and remodeling is moving. 

Now is the time to go before these 
contractors with your story, because 
they are alive to the new business 
possibilities. They are being called 
upon daily to furnish new equipment, 
and whether or not that equipment 
is yours, depends upon the direction 
and force of your own efforts. Reach 
these key contractors through 
DOMESTIC ENGINEERING. 


DOMESTIC ENGINEERING 
Chicago, Ill. 


1900 Prairie Avenue, 
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Peck Named to Head 


Armstrong Division 


H. R. Peck has been made general 
manager of the newly-created build- 
ing materials division of the Arm- 
strong Cork Products Company, Lan- 
caster, Pa. G. C. Denebrink will be 
assistant general manager. The new 
division, organized to provide greater 
concentration of sales efforts on the 
company’s products for the building 
field, includes six departments. 

In charge of the departments will 
be: T. R. Nunan, low temperature 
insulation; J. L. Allison, high tem- 
perature insulation; L. E. Cover, 
Temlok department: H. D. Stewart, 
floor tile; R. H. Craig, acoustical de- 
partment; and J. C. McCarthy, Lino- 
wall department. 


Rambeau in East 


William G. Rambeau, sales repre- 
sentative of Michigan Network and 
Mutual Broadcasting System, has 
opened a New York office in the 
Chanin Bldg. Earl Bachman, who 
has seen service in the magazine 
and agency field, is in charge. 


Aveyard Leaves Frey 


A. E. Aveyard has severed his brief 
connection with Charles Daniel Frey 
Company, Chicago agency. Mr. Ave- 
yard, who was formerly executive 
vice-president of Lord & Thomas, 
joined the Frey agency only a 
month ago. 


@ We are all apt to followa 
certain routine of doing things, 
often overlooking BETTER methods 
of accomplishing the same task. 
For instance, a Typographer 
can set a series of advertise- 
ments, an Engraver can make 
the plates, and a Printer can 
print the portfolio, containing 
these same advertisements. It is, 
therefore, logical to assume that 
ONE reliable institution can pro- 
duce the COMPLETE job—under 
ONE roof—at a definite saving of 
TIME, TROUBLE and MONEY. This 
is the type of COMPLETE SERVICE 
we are giving advertising agen- 
cies and advertisers. It is a lot 
better than youimagine. Frankly, 
you will never know unless 
you try. Phone, Wabash 7820. 


Exceptionally well fitted to submit ideas, 
write copy, prepare sketches and draw- 
ings—through every step of production. 


@ The production 
on this reduced 
advertisement for 
The Hump Hairpin 
Manufacturing 
Co. was handled 
by Faithorn Corp. 


ALWAYS 


THE FINEST AT FAITHORN 
FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


504 SHERMAN STREET + CHICAGO 
TELEPHONE WABASH 7820 
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Kettering and 
_ Brisbane Will 
Address 4A’s 


New York, April 4—Arthur Bris- 
bane and Charles F. Kettering have 
been scheduled as speakers at the 
annual American Association of Ad- 
vertising Agencies dinner, to be held 
at The Greenbrier, White Sulphur 
Springs, W. Va., on Friday, April 12. 

The dinner program will be a 
highlight of the annual convention, 
to be held April 11-13. 

Arthur H. Kudner, chairman of 
the Four A’s board, and president 
of Erwin, Wasey & Co., will speak 
on the strategy of advertising at 
the business session Friday morn- 
ing. 

Other speakers will be J. Stirling 
Getchell, president, J. Stirling Get- 
chell, Inc., on the making of adver- 
tisements; Mrs. William Brown Me- 
loney, editor, This Week, on the 
topic, “The Changed Editorial Atti- 
tude Toward Advertising;” and W.C. 
McKeehan, Jr., J. Walter Thompson 
Company, on advertising opportuni- 
ties in the federal housing program. 

On Friday afternoon and Satur- 
day morning, a golf tournament for 
members and guests will be held. 
An extensive program has _ been 
planned for ladies. 


New York Reps 


Form New Group 


New York, April 4.—Interest in 
working out a solution to the local- 
national rate problem was an im- 
portant factor in leading New York 
newspaper representatives to form 
the Advertising Representatives As- 
sociation of New York this week. 

Harry J. Prudden, Prudden, King 
& Prudden, was named president. 
Harry D. Reynolds, Reynolds-Fitz- 
gerald, Inc., is vice-president; Wm. 
W. Frazier, Allen-Klapp-Frazier Com- 
pany, secretary; and Herman G. 
Halsted, Paul Block & Associates, 
treasurer. 

Members of the executive com- 
mittee are George R. Katz, Katz 
Special Agency; Monroe H. Long, 
Branham Company; Louis Gilman, 
Gilman, Nicoll & Ruthman; Ray Mc- 
Kinney, J. P. McKinney & Son; and 
John A. Hinman, Texas Daily Press 
League, Inc. 

As the first step in eliminating 
the local-national differential, the 
representatives are suggesting to 
their publishers that uniform local 
and national rates be established in 
five classifications where evasions 
of the national rate are believed 
most frequent, automotive, appli- 
ances, amusements, hard and soft 
drinks, and soaps and cleansers. 

While a consensus has not yet 
been sought, Mr. Prudden said the 
representatives are apparently mak- 
ing headway in support of their 
plan and that it may receive con- 
sideration at the meeting of the 
American Newspaper Publishers As- 
sociation here April 22-24. 


Issues Recipe Book 


Original Julius Marcus Labora- 
tories, Inc., of New Jersey, Clare- 
mont, has issued a new dealer port- 
folio on Julius Marcus liqueurs and 
a 40-page booklet in color, entitled, 
“Liqueurs, Their Origin and Their 
Use.” 


Adds Crosby to Staff 


Leigh Crosby, who resigned some 
time ago from the Los Angeles staff 
of Lord & Thomas, has been added 
to the Chicago staff of Blackett-Sam- 
ple-Hummert, Inc. He will serve as 
account executive on food accounts. 


Gets Prime Account 


The Prime Mfg. Company, Milwau- 
kee, maker of the Prime Controller, 
has placed its advertising with the 
Mitchell-Faust Advertising Company, 
Chicago. National and local farm 
magazines will be used. 


Gets Warren Paper 


Devine-Tenney Corporation has 
been appointed national advertising 
representative of the Warren, O., 


Tribune-Chronicle. 


Lewis Still Handles 


Account of Lavoris 


While the item in the March 23 
issue of ADVERTISING AGE, announcing 
that Henri, Hurst & McDonald, Inc., 
Chicago, is running a test rotograv- 
ure campaign for Lavoris Chemical 
Company in three cities, was correct, 
the bulk of the Lavoris account re- 
mains with Addison Lewis & As- 
sociates, Minneapolis, that agency 
points out. 

In addition to placing Lavoris copy 
in seven national magazines, the 
Minneapolis agency is currently re- 
leasing rotogravure copy in several 
metropolitan areas. 


Moves to New London 


The publication plant of The Gas- 
oline Retailer, publication for serv- 
ice station operators, has been moved 
from New York City to New London, 
Conn. The publication’s New York 
office is being continued. 


Holds Open House 


The Recorder Printing & Publish- 
ing Company, San Francisco, has 
opened its new building at 99 Van 
Ness Ave., South, for inspection by 
customers and friends. 


Agency for Polish 
McAleer Mfg. Company, Detroit, 
maker of polish and cleaner for au- 
tomobiles, has placed its advertising 
with Maxon, Inc. 


Classified 
Advertising 


The rate for this department is 40 
cents.a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 

EXPERIENCED copywriter and 
plan man, controlling some worth- 
while accounts, wants connection 
with well rated, recognized Chicago 
agency who can use both copy and 
sales ability. Box 561, ADVERTISING 
AGE, Chicago. 


PHOTO-OFFSET 
ECONOMIZE!! 

We produce sales letters, price 
lists, diagrams, illustrations, etc., in- 
expensively. $1.50 per 100 copies; 
additional 100, 20 cents. Cuts un- 
necessary. Samples. Laurel Process, 
480 Canal St., N. Y. City. 4-6 


REPRESENTATION 


WHAT HAVE YOU TO SELL IN 
NEW ENGLAND? 

Man with established Boston office 

seeks additional lines in advertising 

field including space selling. Wide 


acquaintance in advertising circles. 
Write Box 558, ApveRTISING AGE, New 
York. 


Publishers’ representative covering 
seaboard from Philadelphia to Nor- 
folk can take on another important 
business or trade paper. Box 560, 
ADVERTISING AGE, Chicago. 


Show New Cars 


A countrywide open-house celebra- 
tion and spring showing of the 
Dodge and Plymouth cars by the 
dealer organization will be launched 
April 6 as part of the Dodge Broth- 
ers Corporation’s intensive 1935 mer- 
chandising program. Demonstrations 
will be featured. 


Art Guild Moves 


The Advertising Art Guild, com- 
posed of artists engaged in advertis- 
ing in Philadelphia, has moved to 
larger quarters at 709 Chestnut St., 
from South Washington Square. 
Members of the guild are E. W. Kehl, 
P. F. Equer, J. J. Gough, F. C. King, 
and Milton Gutsche. 


Joins F. W. Dodge 


Milton B. Bradstreet, former ad- 
vertising manager of Your Garden 
and Home, had joined the Cleveland 
office of the F. W. Dodge Corpora- 
tion, and will represent The Archi- 
— Record and Real Estate Rec- 
ord. 


manufacturer to pay. 


Put action, motion, life in a window display 
...and nine times out of ten you’ll block the 
sidewalk with interested people. Time was 
when motion in a display was expensive and 
difficult to handle. The mechanism went out 
of order; dealers turned off the display to cut 
light bills—or sent their light bills in to the . 


This is the EVEREADY 
VIBRO MOTOR 
which puts low-cost, 
fool-proof action in dis- 
plays. it moves the fa- 
mous Dutch Boy’s arm 
back and forth, “paint- 

ing” the white panel. 


play 


with—all the 


THE EVEREADY VIBRO MOTOR BRINGS 


TOA 
FAMOUS 
TRADE 

CHARACTER 


—and MR. OLSON writes: 
“‘the most effective display we 
have sent out.” 


National Lead Company 


Wt @ROADWAY 


Rew York Yebrusry 25, 1955. 


National Carbon Co. 

30 East 42nd St., 

New York, N. Y. 

Gentlemen: 

We are getting reports from some of our 
branches these days concerning the motion 
display and, although the active paint— 
selling season is some weeks away, we 
learn that our agents are finding the dis— 


too intriguing to keep under cover. 


According to all advance indications the 
motion piece is going to be the most ef- 
fective window display we have sent out. 


Very truly yours, 
NATIONAL LEAD COMPANY, 


CeVOlan, 
Advertising Department 


the cost of former mechanisms). One large dis- 
play produced recently cost the manufacturer 
less than $2.50 delivered and ready to run. The 
motor is simple and absolutely dependable. 
There is nothing to plug in, nothing to tinker 


dealer need do is tap the display 


into motion. For more complete information, 


consult your lithographer or write to— 


The Eveready Vibro Motor puts an end to 
all such handicaps. It runs an average of 30 
days or more on two Eveready No. 6 Dry Cells. 
The cost of the motor is extremely low (4 of 


NATIONAL 


CARBON COMPANY, INC. 


Dept. V-5, 30 East 42nd Street, New York, N, Y. 
Unit of Union Carbide and Carbon Corporation 
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_—;.. a great hand for having a bit of fun 
and a good hearty laugh, TheBee% apy of 
Oregon—onetime pet name for that stalwart 84- 
year-old newspaper The Oregonian, enjoys a merry 
quip more than ever since her rejuvenation. 
The complete program of modernization 
which confirmed her right to lead the newspaper 
parade out in this rich Pacific Northwest 
country included generous bookings for many 


of the most popular stars in the comic world. 


In two color sections Sunday—one standard 
page size, the other tabloid—Tarzan, Apple 
Mary, Sweeney and Son, Jane Arden, Buck 
Rogers, The Captain and The Kids, Moon 
Mullins, Polly and Her Pals, Ella Cinders, 
Terry, Little Joe, Smilin’ Jack, The Gumps, 
Winnie Winkle, Harold Teen, Dick Tracy, Li'l 


WES, 


Abner and other headliners of laughdom cut 
their capers, play their pranks. 

Daily Li'l Abner, Apple Mary, Moon Mul- 
lins, The Gumps, Gasoline Alley, Dick Tracy, 
Ella Cinders and Polly and Her Pals keep 
Pacific Northwest readers smiling—and chuck- 
ling. 

Yes, The%ep'avy of Oregon loves a laugh— 
for the sheer joy of laughing, and because she 
appreciates as you advertising people appre- 
ciate, the reader interest of the comics. That's 
one point, at least, on which the survey folks 
and plain lay students of human nature can 
agree—the great American average family loves 
and reads the comics. 

Every day workers in advertising—the sort 
who like to take newspapers apart to see what 
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makes em tick with reader interest and ad- 
vertising response—might opine that the en- 
larged comic sections account in part for The 
Oregonian’s rapidly mounting circulation— 
fastest growing in the field. 

They wouldn't be unmindful, of course, of 
the new type dress, the fast moving headlines, 
the WIREPHOTOS, the wealth of specialized 
women’s features, the dominant news sports 
coverage and the other marks of a growing, 
strictly metropolitan newspaper, but they 
would undoubtedly give some credit to The 
Oregonian’s troupe of top-notch funmakers. 

Why not let this intensified reader interest, 
this fastest growing circulation, serve you? Go 
places with a newspaper that is going places. 
Make sure The Oregonian is on your media list. 


ie MRAGONTAN 


PORTLAND, 


OREGON 


National Representatives: VERREE & CONKLIN, INC., New York, Chicago, Detroit, San Francisco 
National Color Representatives: ASSOCIATED NEWSPAPER COLOR, INC., San Francisco, Los Angeles, New York, Chicago, Detroit, Cleveland 
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ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


DEVELOPS PENCIL TEST FOR SHOES 


One of the window displays just completed for A. E. Nettleton Com- 
pany, Syracuse, by Tri-Tex, Inc., of that city. Moser & Cotins, Utica, 
are the agency. 


"GOOD HOUSEKEEPING" HAS NEW BEAUTY CLINIC 


Expert advice and scientific information for cosmetic users will be 


d- supplied by the new beauty clinic of "Good Housekeeping,” just 
n- opened. In this photo Ruth Murrin, beauty editor, is demonstrating 
' the proper method of matching nail polish and lipstick to Eleanor Le 
he Maire, designer of the clinic, while E. W. Timmerman (left), adver- 


— tising manager, and Warren C. Agry, business manager, look on. 


of SPALDING BALL APPEARS IN NEW PACKAGE 


SPALDING - 


Frank Condon, New York, designed this red, blue and gray container 
for Spalding Olympic golf balls, which is now appearing on dealers’ 
— shelves. 


BATHING SUIT POSTERS TRAVEL UP FROM THE SOUTH 


Outdoor advertising will be the principal medium for telling the style, color and fit story of United States 
Rubber Company's rubber bathing suits this year. The firm's largest campaign on this item is now start- 
ing, with first posters to appear in Texas and "travel north with the sun.” 


MAKES UNIT OF REGULAR AND SAMPLE SIZES a a 


This regular 50-cent size of O'Cedar furniture cream polish is com- 
bined with a demonstration bottle into one unit. The band which 
combines the two offers to refund the entire purchase price if the This 1921 U. S. Rubber bathing 
customer, after using the trial bottle, wishes to return the full-size beauty looks somewhat different 
bottle. from her 1935 counterpart, shown 

at the top of the page. 


PUTS A HALO AROUND CORSETRY 


= 


SEAGRAM CUP 


Leading golfers of America, England, 
Canada and Japan will compete for this 
Seagram Cup over the Lookout Point 
course near Niagara Falls July 11 13. 
The cup, donated by the distillers, was . 


brought over from Englend recently. It Artistic Foundations, Inc., maker of Flexees, leans heavily on photo- 
slenderness. 


stands 18 inches high, is molded from . " . Ps 
ormolu metal and plated with 18 carat graphs in its new rotogravure campaign idealizing 


gold. (Story on Page 23.) 
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SOCIAL LEADER 


A short short story 


At the Castle Harbour in Bermuda. 
at the Breakers Hotel in Palm 
Beach, at the Miami Biltmore=-in 
fact at every smart winter spending 
center more copies of Esquire have 
been sold at fifty cents each than of 
any other monthly selling for over 
twenty-five cents or of any weekly 


selling for over five cents 


ms Esquire’s net paid circulation now exceeds 220,000. 
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PRICE FIFTY CENTS 


IN CANADA FIFTY-FIVE CENTS 


ARTICLES 
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POETRY 
JOHN GOULD FLETCHER 


SATIRE 
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LAWRENCE MARTIN 
RAYMOND KNIGHT 
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HAROLD TITUS 

HERB GRAFFIS 

LEWIS Y. HAGY 
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MATHEWS PUTS 
YOU" INTO ITS 
BIRTHDAY COPY 


Reaffirms Responsibility on 
30th Anniversary 


Ellwood City, Pa., April 4.—Birth- 
days of corporations, like those of 
individuals, are likely to be impor- 
tant only to those immediately con- 
cerned. The outsider is inclined to 
yawn and turn to matters of more 
personal moment. 

Mathews Conveyer Company, one 
of the leading industrialists of this 
thriving little city, is aware of this 
regrettable, but human trait. Hence 
its anniversary advertising, marking 
completion of 30 years of service to 
companies in a long list of industries, 
is being invested with a modesty and 
dignity that are the more appealing 
because so seldom seen. 

The beating of tom-toms and the 
blaring of trumpets are being omitted 
in the anniversary promotion. In 
their stead are being substituted a 
quiet, but impressive statement of 
the company’s acceptance of the re- 
sponsibilities implied in its long serv- 
ice record. 

Like many other industrial con- 
cerns, Mathews at the moment is 


(Continued on Page 2, Col. 4) 


Chicago Pneumatic 
Resumes Effort in 
20 Business Papers 


New York, April 4.— Because the 
organization enjoyed steadily in- 
creasing sales last year, indicating 
that business recovery is substantial 
and sound, the Chicago Pneumatic 
Tool Company has resumed the use 
of industrial paper advertising. 

The company is using up to pages 
in 20 publications reaching its major 
markets, such as mining, construc- 
tion, metal working and automobile 
manufacturers. The copy is of the 
catalog type. 

This is the first Chicago Pneu- 
matic publication advertising since 
shortly after the crash in 1929, fol- 
lowing which a plan of intensified 
direct mail advertising was adopted. 
That year had seen the tooling-up 
of the various industries for a peak 
1930, so that with the supply already 
acquired, there was little visible 
business to be brought through ad- 
vertising. 


Believes Recovery Here 


Consistent improvement in sales 
during the past year leads Chicago 
Pneumatic officials to believe that 
business is well along on the re- 
covery road. The activity is re- 
garded as proof that industry, its 
tools worn out, must re-tool if pro- 
duction schedules are to be main- 
tained at demand levels. 

In the new industrial paper cam- 
paign, the aim is to reach new firms 
and other buyers who happen to be 
unknown to the company at present. 
The direct mail and catalog work 
will be continued in cultivating the 
known potential market for Chicago 
Pneumatic’s quality production tools. 

The last few years has seen an im- 
provement in each, with more money 
spent to make more attractive direct 
mail and catalog presentations. 


ALUMINUM'S NEXT OBJECTIVE 


economic inconsistency of 


load capacity. 


whe 


with! 


To their everlasting credit, railroad 
“men were the first to. point out the 


freight in cars that weigh no less than - 
a third of their maximum revenne- 


It was railroad then looking at re- 
currivg maintenance costs, bad-order 
statiatios, and similar tell-tale indices, 
first’ realized that something 
pretty fundamental had to be done 
about this business of corrosion, whieh 
is such a drain on operating revenue, 

Every railroad operator knows that 
corrosion is a disease that he cannot 
core with ointments, unless he wants 
to ran his railroad indoors, and then he 
would still have sulphar to contend 


Every railroad operator knows that 
it comts just as much to haul a ton of 


tare as a ton of load, and that he 
actually hauls the tare farther than he 
hauling — does the load! 

Nothing that we can do or say can 
add one iota to the clear understanding 
that freight cars must be lighter and 


that they must last longer. But it does 
happen that nature peculiarly en- 
dowed Al with a cotnbinati 
of requirements that offer a solution 
to the problem, 


Starting with these inherent charac- 
teristics: lightness and resistance to 
corrosion, we in Aluminum Company 
of America have been working for 
nearly fifty vears to prepare Aluminum 
for this job. The alloys and the “know. . 
how” are ready and proved. We know 
we can help, and we want to, Alumi- 
num Company of America, 1878 
Gulf Building, Pittsburgh, Pa. 


Typical of the simple effectiveness that characterizes Aluminum 

Company of America's industrial advertising is this page which 

appeared in “Railway Age’ sowing the fundamentals which event- 

ually should lead railroads to adopt aluminum for coal and freight 

cars in their desire to reduce operating and maintenance costs. 

Aluminum ink is used as the second color in all of the company's 
advertising where practicable. 


INGENUITY USED 
TO PRODUCE SKF 
ILLUSTRATION 


Philadelphia, Pa., April 4—The 
striking illustration used in a recent 
SKF bearing advertisement showing 
what appeared to be the reflection of 
a streamline train on the side of a 
bearing is an example of how effec- 
tively illustrations may be made to 
tie into the theme of the copy if per- 
sistence is used to overcome apparent 
obstacles. 

The problem in this case was to 
dramatize the caption, “Reflecting 
a Railroad’s Faith in a Bearing.” 
Marschalk & Pratt, Inc., New York 
agency, conceived and sketched the 
idea as represented in the finished 
work, but it was found that the SKF 
bearing, though blessed with a highly 
polished smooth surface, could never 
be stretched to reflect a whole train 
of cars in the manner it might be 
done were the object smaller. 

Robert C. Byler, advertising man- 
ager, SKF Industries, Inc., called in 
Robert Yarnell Richie, New York 
photographer, who decided the pic- 
ture could be made but it would have 
to be handled in an unusual manner. 
The procedure was to photograph the 
streamline train separately, from a 
slight elevation of about 20 degrees 


and an angle of 45 degrees. The pic- 
ture was enlarged, scaled and cut out 
to fit the visible part of the side of 
the bearing and pasted to it. 

The bearing itself was then set up 
in the studio under various types 
of spot and flood lights, with the re- 
lationship of the bearing to the 
camera precisely the same, so far as 
angle and elevation, as the original 
photograph of the train alone. 

And that’s how the illustration was 
produced: to interpret faithfully the 
justifiable play on words—‘Refiecting 
a Railroad’s Faith in a Bearing.” 


REALISTIC 


REFLECTING A RAILROADS 
FAITH IN A BEARING 
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Aluminum Advertising 
Is Program of Calm 
Education, Expansion 


Products’ Success Called 
Tribute to Dogged 
Persistence 


Cleveland, O., April 4.—Singleness 
of purpose is the chief requirement 
of industrial advertising, in the opin- 
ion of E. L. Andrew, vice-president of 
Fuller & Smith & Ross. Mr. Andrew’s 
confidence in this basic advertising 
plank has been emphasized by the 
success of the advertising of the 
Aluminum Company of America, 
which his agency handles. 

When this advertiser first began its 
“fforts to sell railroads the idea that 
they were hauling more tons of their 
own rolling stock than they had any 
economic right to be doing, the ma- 
jority of railroad men _ probably 
laughed. But the Union Pacific has 
made railroad history with an alu- 
minum stream-lined train and the 
principle espoused by the company 
has gained general acceptance in the 
railway field. 

Now the Aluminum Company pre- 
dicts that some day America’s coal 
will be hauled in aluminum cars. 
This seems fantastic at the moment, 
but quite reasonable in the light of 
what aluminum has accomplished in 
the passenger field. 

Discussing this campaign and the 


N. I. A. A. to Meet 
At Pittsburgh Week 
of September 16 


Schenectady, N. Y., April 2. 
—Directors of the National 
Industrial Advertisers Associa- 
tion have 
accepted 
the invita- 
tion of the 
Indus- 
trial Adver- 
tising 
Council of 
Pitts- 
burgh to 
hold the 
1985 N. IL 
A. A. Con- 
ference in 
that city 
during the 
week of Sept. 16, Gregory H. 
Starbuck, president, announced 
today. 

In line with the procedure 
of previous years this will 
place D. Clinton Grove, adver- 


D. C. 


Grove 


tising manager, Blaw-Knox 
Company, president of the 
Pittsburgh chapter, at the 


head of the convention com- 
mittee. 

The action of the directors 
was based on the unanimous 
recommendation of the N. I. 
A. A. 1935 Conference Com- 
mittee, consisting of S. L. 
Meulendyke, president, Tech- 
nical Publicity Association, 
New York, chairman; Lee E. 
Donnelley, president, Indus- 
trial Marketers of Cleveland, 
and O. A. DeCelle, president, 
Engineering Advertisers’ As- 
sociation, Chicago. 


underlying philosophy, Mr. Andrew 
commented: 

“The most valuable lesson I have 
learned is the necessity of finding out 
what the real fundamentals of a 
business are and then sticking to 
their promotion, no matter what en- 
ticing forms of advertising gymnas- 
tics may tempt you. 

“Perhaps the segregation of fun- 
damentals looks easier in an industry 
like aluminum. I seriously question 
that. In a field where not one, but a 
dozen new developments come along 
every week, it is easier to permit 
yourself to be enticed into tempting 
by-paths and detours than to stick to 
the straight road. 

“The whole advertising operation 
of the Aluminum Company of Amer- 
ica is grounded on a clear under- 
standing of a goal that is clearly seen 
and that has been approached as di- 
rectly as an arrow’s flight.” 

A corollary just as important in 
Mr. Andrew’s opinion is that adver- 
tising can only help-a product find 
its proper place more rapidly than it 
could do so without advertising. 


Achieves Goal Eventually 


“There is an ultimate level of use- 
fulness to which, surely and inescap- 
ably, the inherent or instilled quali- 
fication of a material. eventually 
brings that material,” he said. “No 
matter what any of us do about it, it 
is going to reach its proper level 
eventually. No amount of advertis- 
ing can raise that obvious economic 
level. Advertising is only hastening 
aluminum’s arrival at its niche. 

“What I mean to say. is that the 
purpose of Aluminum Company of 
America’s advertising is to accelerate 
the inevitability of the obvious.” 

Advertising of the company has 
been designed to cultivate an under- 
standing of four fundamentals: 

1. The underlying economics of 
the product, and those are bound up 
in the basic qualifications. 

2. The availability of the product 
through many fabricators. 

3. Its adaptability and versatility. 

4. The unparalleled help the com- 
pany is organized to give to any man 
who sees an inkling of a place to use 
the metal to advantage. 


Cover 20 Industries 

This program has been pursued 
through specific advertising in 20 dif- 
ferent industries through their own 
publications, while exploration has 
been conducted through advertising 
to executives reached by horizontal 
publications. 

While the latter has been criticized 
in some quarters, Mr. Andrew gave 
one instance of how it has resulted in 
business. 

“On the technical side,” he ex- 
plained, “understanding of the capa- 
bilities of the product among engi- 
neers and technicians has made more 
rapid progress than among laymen. 
We think that in addition to an eco- 
nomic approach to these men, it is 
advisable at times to shock them into 
an appreciation of technical funda- 
mentals. 

“We do this with startling ex- 
amples of new applications that are 
as exotic as possible to the lay mind. 
We use these examples as a text toa 
basic sermon on fundamental charac- 
teristics. Such an approach was a 
recent advertisement describing how 
aluminum siderods make an entire 
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locomotive run better. This was a 
spectacular example of the applica- 
tion of aluminum to mass in motion. 


Sold on Fundamentals 


“One man who got the fundamental 
principle was a New England textile 
manufacturer, who, upon reading the 
advertisement, started negotiations 
for a large quantity of a small recip- 
rocating part used on his looms. No 
one knows how much direct adver- 
tising to that man, arguing that alu- 
minum is a good material for loom- 
gadgets, would have been necessary 
to make an impression on him.” 

The only similarity in advertising 
to various fields by the Aluminum 
Company of America is the stark sim- 
plicity of all copy. 

“We bow to no slavish similarity 
of layout, no common slogan, nor 
even similar copy style,” said the 
agency man. “There is a similarity 
in the extreme simplicity of all our 
advertising. All has a common dig- 
nity of approach, tempered by con- 
tinuous understatement. All are in- 
tended to kindle the imagination of 
the reader just as much as to get an 
immediate inquiry for a casting, for 
instance. 


A Look Into the Future 


“There are one or two points of 
physical similarity, type face, logo- 
types and use of aluminum as a sec- 
ond color when feasible. The com- 


pany believes in taking its own medi- 
cine.” 

The thought that will guide future 
promotional effort of the company is 
reflected in the text of a current ad- 
vertisement now appearing for it in 
business journals and newspapers in 
some of the key industrial centers. 
It reads, in part: 

“We believe American industry is 
ready for another forward surge. It 
is probable that more technical prog- 
ress has been made during the de- 
pression than in any other equal pe- 
riod of time. We are ready, as never 
yefore, to move forward together. 

“We believe the real impetus will 
first be felt when each industry 
avails itself of all the help which all 
other industries now have to offer. 
We are equally sure that this help 
can come only through a stripping 
away of side-issues, and a clear un- 
derstanding of fundamentals. 


Has Many Fabricators 


“Speaking for Aluminum Company 
of America; what we are really sell- 
ing is solutions to problems. Every 
industry has basic problems of 
weight, of durability, and of resist- 
ance to corrosion. And it so happens 
that nature put into the metal, alu- 
minum, certain characteristics which 
are the natural solution to many of 
these problems.” 


“Because our emphasis has always| keting a new product the company 


been on methods of utilization, and 


because the results of our research 
in this direction have been made 
widely available, there has grown 
up in this country a great industry 
of individual fabricators of alum- 
inum. They represent sources of 
supply from which can be obtained 
most of the forms and shapes of 
metal needed. 

“Some industries are already using 
aluminum almost to the full. Many 
others are just beginning to appre- 
ciate its possibilities. A few have 
yet to discover the economic benefits 
of this modern metal that is so light 
and yet so strong. 

“The time has come, we believe, 
for all industry to make a fresh start, 
via fundamentals.” 


Relyea with Leeds 
& Northrup 


William H. Relyea formerly with 
Leeds & Northrup, Philadelphia, is 
now associated with the advertising 
department of Foxboro Company, 
Foxboro, Mass., instrument makers. 


Jack Palmer Changes 


Jack Palmer, former manager of 
the hotel department of Simmons 
Company, has joined the Clark 
Equipment Company, Buchanan, 
Mich., and will have charge of mar- 


will announce soon. 


Autumn. 


‘BIG IMPROVEMENT 
PROGRAM BEGUN 
BY CARSON PIRIE 


s|Final Cost $1,500,000; to} 
Be Completed This 


Work began today on an exten- al 


2 tennvnsenmante far 


New Power Plant in 
$1,500,000 Store 
Modernization Program 


The installation of a complete new power 
plant for Carson Pirie Scott & Co., located 
in the heart of Chicago’s retail shopping 
district, illustrates the vital part power, 


heat and light play in the operation of 


modern business. 


customer 


bor. 


No change re t 


-)/The familiar eu 


necessary repairs. 


i ma — ons 
‘Jern, high-speed type, Witn a grea) 
ly improved signaling system for 
envenience. The escala- 


The new power plant will in 
clude four huge steam boilers, tur- 
bines, Diesel engines for power de- 
velopment and refrigerating ma- 
ehinery. The air conditioning of im- P 
portant store sections contemplates 
the washing of air with warm water |} 
in the winter months and with cold 
water: in the summer, when cool 
temperatures are desirable. 

he exterior 0 


merry t 
ore front, which] jul 


was a masterpiece of the late Louis + wen 


ivan, famous American archi- : 
oa, wil be untouched save for} -} Power will be sent promptly on request. 
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Above: Clipping from Chicago Daily News, March 
Center: View of Carson Pirie Scott & 
Wm. Otto, Chief Engineer, is a 
POWER PLANT ENGINEERING subscriber. 


” and 


department stores, office buildings, hotels, 


Information showing the amount POWER 
PLANT ENGINEERING’S subscribers are 
planning to spend during 1935 in extending 
or modernizing their equipment for 


generating, transmitting and utilizing 


POWER PLANT 
ENGINEERING 


Charter Member A.B.C.—A.B.P. 
53 W. Jackson Blvd. 


Your advertisements 
in POWER PLANT 
ENGINEERING will 
reach more than 18,000 
men who buy or 


influence the buying of 


equipment for the pro- 


duction, transmission 
and utilization of power 


for the country’s large 


plants and central generat- 
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treatment and masterly execution, 
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MATHEWS' CREDITABLE ANNIVERSARY LITERATURE 


a, 
MATHEWS COKVEYER 
COMPANY 


6 td 


These two eight-page folders featuring products of the Mathews Con- 
veyer Company, Ellwood City, Pa., through their highly pictorial 


convey an impressive institutional 


story for the company's 30th anniversary. 


MATHEWS PUTS 
‘YOU' INTO ITS 
BIRTHDAY COPY 


(Continued from Page 1, Col. 1) 


watching the purse strings carefully. 
It decided that it could not herald its 
anniversary on a lavish scale, so was 
forced to substitute ingenuity for 
sheer force. It is taking pages in 
colors in a modest list of papers to 
pledge its friends and customers con- 
scientious service in the future, as 
in the past. These pages are being 
run in the form of facing half-pages, 
carrying far more attention value 
than an ordinary page. 


Simplicity in Copy 


A symbolic illustration in color will 
occupy the major portion of the left- 
hand space. Underneath will appear 
this simple statement over the signa- 
ture of F. E. Moore, president of 
Mathews Conveyer Company: 

“This month we celebrate our thir- 
tieth anniversary. During’ these 
thirty years our management has 
been continuous and our policies un- 
changed—dependability and reliable 
representation.” 

The right-hand page is just as de- 
void of the bombast which might be 
expected and excused on such an oc- 
easion. It is given over to a list of 
industries served by the company and 
of the branch offices which stand 
ready to give this service. 

This advertising will appear in 
Factory Management and Mainte- 
nance, The Iron Age and Pacific Fac- 
tory, the copy in the latter being in 
black and white. 

W. J. Ramsey, in charge of the 
cempany’s advertising, told how di- 
rect mail will supplement the publi- 
cation copy. 

“There will be two distinct mail- 
ings, both featuring eight-page fold- 
ers describing equipment we manu- 
facture,” he said. “The first of these 
will go out April 8, accompanied by 
a letter from our president. This 
folder will feature ‘equipment items.’ 

“The second mailing and folder is 
known as our ‘products’ mailing, 
dealing with individual units used 
in the construction of complete con- 
veying equipment items. Both fold- 
ers are in color.” 

President Moore’s letter to the 
company’s friends is as unpretentious 
as the advertising, being written in 
a philosophical spirit which com- 


Chicago 


mands immediate interest. 
in part: 

“This month we celebrate the thir- 
tieth anniversary of the founding of 
this business. During these three 
decades there has been an industrial 
revolution second only to that which 
began with the introduction of steam 
power. 

Machine Age Begins 


“Looking backward from 1935 it is 
now apparent to all of us that in 
1905 the machine age and the power 
age were just beginning. 

“It is more than likely that when 
the industrial history of the past 
three decades is finally appraised, 
the new principles and practices in- 
troduced in the handling of materials 
and developed during these thirty 
years will be recognized as one of 
the major factors in the great indus- 
trial development which America 
witnessed during this period. 

“Materials handling equipment 
such as that illustrated in the en- 
closed folder has played an impor- 
tant role in this advancement and 
we as an organization feel justly 
proud of our record and the part we 
have played in advancing American 
industry to world leadership.” 

If companies and individuals must 
avoid flaunting their achievements 
among those with whom they are 
only on bowing terms, they are at 
least permitted a little frankness in 
the bosom of their families. 

For the benefit of its own organiza- 
tion, Mathews Conveyer Company 
has issued “The Thirtieth Year,” a 
mimeographed document of five 
pages, sketching the genesis of the 
company and various stages of its 
development. No sales engineer who 
reads it can fail to be impressed with 
his responsibility and opportunities, 
nor can he fail to be a better sales- 
man with this understanding of the 
company’s pioneering. 

“The Thirtieth Year,’ however, 
will be made available to immediate 
neighbors of the company, as two 
newspapers of Ellwood City and New 
Castle, quick to see the human inter- 
est in this recital, have arranged to 
publish it April 9, exactly thirty 
years from the day the company se- 
cured its charter. 


It says 


Issues New Catalog 


Goulds Pumps, Inc., Seneca Falls, 
N. Y., has issued a revamped and 
improved edition of its dealers cat- 
alog covering the complete line of 
pumps and water systems marketed 
through plumbing and heating and 
industrial supply distributors. Sev- 
eral pages have been added giving 
data on the fundamental laws of 
centrifugal pumps and their applica- 
tion, citing typical problems. 
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HOME TEST FOR 
BUROMIN URGED 
ON ENGINEERS 


Pittsburgh Company Devises 
Novel Trial 


Pittsburgh, Pa., April 4.—The real- 
ization that the ring in the bathroom 
tub is caused by the same calcium 
which makes so much grief for power 
plant engineers has paved the way 
for a sensational new approach to 
the problem of marketing Buromin 
and Calgon, produced by the Buro- 
min Company, of this city. 

This subsidiary of the Hagen Cor- 
poration, combustion and chemical 
engineers, is intriguing industrial 
executives charged with power plant 
maintenance with the effective yet 
extremely simple idea of having 
them test Buromin in their homes 
with the aid of their wives. Inci- 
dentally, Buromin has proved so 
helpful to housewives that it is pos- 
sible it may find a large consumer 
market. 

The idea of household tests for a 
product designed primarily for use 
in preventing scale in boilers has 
been supported by copy which has 
gained wide attention because it is 
different from all industrial adver- 
tising which has appeared hereto- 
fore. The basic plan allowed a 
logical introduction of an intimate 
bathroom scene, with the young wife 
showing worriment over the ring 
in the bathroom tub as hubby com- 
pletes his morning shave. 


Wife Shows Interest 


“George, what causes this ring 
around the bath tub?” queries the 
wife in the advertising. 

“Calcium in the water,” responds 
the husband promptly. “The same 
thing that causes me to work nights 
and Sundays at the plant, turbining 
the scale out of our boilers.” 

Removing the ring from the bath- 
tub is only one of the bag of tricks 
earried by Buromin. If the engi- 
neer is skeptical after this test, he 
can have his wife use Buromin in 
the dishwater, immerse in hot water 
a supposedly clean handkerchief, or 
even have her use Buromin in water 
for a shampoo. 

In a letter to prospects, J. M. Hop- 
wood, president of the Buromin 
Company, referred to a booklet, “A 
Clean Boiler Story,” and explained 
his household test in these words: 

“I realize that a good engineer 
does not believe all he is told—he 
has to be shown. I am now pre- 
pared to show him. 

“My scheme is a novel one, and 
so simple that I am really ashamed 
of myself for not having thought of 
it long ago. 


Test at Home 


“Please let me send to your home 
a special ‘Prove-It-Yourself’ package 
of Buromin. Both you and—strange 
as it may seem—your wife will be 
intensely interested in the simple 
experiments that this package will 
enable you to perform. 

“Let me have your home address 
on the enclosed card so I can start 
this interesting package on its way 
to you.” 

This letter proved so successful 
that the company decided to make 
the same offer in publication copy. 
Over 750 requests for the trial pack- 
age were received from the direct 
mail and the number is expected to 
be tripled by publication copy. 

Papers on the schedule are Com- 
bustion, Power and Power Plant 
Engineering. Walker & Downing, 
Pittsburgh agency, is in charge of 
the campaign. 


To Discuss Copy Theme 


“The Selection of a Copy Theme 
and Its Development in the Actual 
Copy” will be the subject of dis- 
cussion at the April 11 meeting of 
the Technical Advertising Associa- 
tion of Boston. 


LOGICAL BUT "DIFFERENT" COPY 
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in the power plant engineering field. The Buromin Company urged 
engineers to test Buromin at home. 


Issue Special 
Catalog for 
Logging Field 


Kenosha, Wis., April 4.—Believing 
that the exigencies of logging put 
ordinary catalogs beyond the reach 
of this particular buyer of wire rope, 
Macwhyte Company has issued a 
special catalog, “Wire Rope for 
Logging.” 

The new book has an overall size 
of only 34%x6% inches, so that it 
can be slipped into the pocket of a 
vest or jacket where it is always 
available for reference. The com- 
pany eliminated mention of all wire 
rope not made for logging purposes, 
so that it was possible to condense 
the catalog to 28 pages. 

A rugged, and at the same time, 
attractive cover stock, Woodcraft 
Redwood, was used, so that the cat- 


alog can take some hard knocks and 
still be ready for use. This stock, 
incidentally, presented the company 
with an unusual problem. 

“We found that the grain in the 
stock is different in each catalog pro- 
duced,” explained F. Nelson, of 
Macwhyte’s advertising department. 
“Therefore we had to decide on 
treatment which would look well re- 
gardless of the differing grain. 

“We finally adopted black and sil- 
ver lettering on the dark red back- 
ground.” 

The catalog was produced by Na- 
tional Colortype Company, Wauke- 
gan, Il. 


Markets New Machine 


A new light-type milling machine 
is being marketed by the Brown & 
Sharp Mfg. Co., Providence, R. I., 
with advertising in American Ma- 
chinist, Automotive Industries, The 
Iron Age, Machinery, Modern Ma- 
chine Shop and Western Machinery 
é Steel World. 
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Modern Advertisers 
CRetogranere 


In FLORENCE, 483 years ago, goldsmiths lived hard by the 
River Arno in houses that leaned so closely together that 
their roofs almost shut out the sky and made dark the nar- 
row street even in the glare of noon. Within one of these 
houses, amid the litter of cuttings from the metal he worked 
sat Messer Maso Finiguerra examining a gold tablet. No or- 
dinary object was this, but a “Pax” executed at the order of 
Nicolas V., Pontiff and patron of the arts . . . planner of 
St. Peter’s... builder of the Vatican ... founder of its library. 
Therefore, Messer Finiguerra hesitated. He must not fail! 
He must be sure the engrailings incised on the metal formed 
a perfect design before he applied the finishing enamel. 

As he pondered, an idea came to him. Mixing lamp black 
with oil, he smeared it over the design and took its impres- 
sion on paper. That impression hangs today in the print 
room of the Paris Library: a witness to the craftsmanship 
of a Renaissance artisan and more ...a memorial to’ the 
founding of a technique which gave the world rotogravure 
—or intaglio—printing. 

By strange coincidence, Finiguerra’s discovery was asso- 
ciated in point of time with the developments in Italy of 
the art of printing from movable, relief type. Now almost 
500 years later progress has re-associated these two sepa- 
rate branches of printing. It was Kimberly-Clark that, little 
more than a decade ago, perfected the paper on which the 
Rotogravure Section in your Sunday newspaper is printed. 
And it is Kimberly-Clark that has made the most signifi- 
cant of modern contributions to relief printing by develop- 
ing Kleerfect paper. 


KIMBERLY-CLARK CORPORATION - 


Kleerfect is the Perfect Printing Paper because to requisite 


strength and opacity it adds these new qualities: Freedom 
from two-sidedness of color and texture which insures 
printing of equal excellence on both surfaces ...a color 
which eliminates glare, makes text more legible, and insures 
the maximum true reproduction of one to four printed colors. 

Whether you publish a magazine or advertising printed 
matter, you owe it to yourself to investigate both the 
economy and the superior work Kleerfect makes possible. 
A request to our Advertising Office at Chicago will bring 


examples to you. 


806. U. & Pat. One ©.) 


THE PERFECT PRINTING PAPER 


BAMUFACTURED UMOER U5. Pat. mo. 1HIEORD 


Established 1872 - NEENAH, WISCONSIN 


CHICAGO, 8 South Michigan Avenue » NEW YORK, 122 East 42nd Street » LOS ANGELES, 510 West Sixth Street 
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Buyers Mast Be Told 


The rising volume of industrial 
advertising now appearing indicates 
clearly both the more optimistic 
feeling of manufacturers selling to 
industry and their realization that 
they cannot retain contact with their 
markets without advertising. 

Buyers are interested in new and 
better products, which will enable 
them to expand their own markets, 
on the one hand, and reduce the 
cost of production or improve the 
quality, on the other. But they can- 
not know what help their suppliers 
are able to offer them in achieving 
any or all of these objectives unless 
they are told. 

Salesmen’s calls are expensive, 
and are necessarily limited as to 
number. The bigger the manufac- 
turer’s line, and the larger the num- 
ber of new things the salesman has 
to present to his customers and 
prospects, the more difficult it is 
for him to get around to all of the 
places where he would like to call, 
and furnish to all the information 
which buyers today want to have. 

This, in its simplest terms, is the 
basis of advertising—it is an eco- 
nomical and speedy method of 
spreading the news about products 
and sources of supply. It is just as 
sensible to use advertising for wide- 
spread distribution of a business 
message as to use salesmen for the 
presentation of the same story with- 
in the more narrow limits repre- 
sented by their ability to make 
personal calls. 


Working With 


There is no doubt that the depres- 
sion period brought many changes 
in distribution in the industrial field. 
It is the general opinion, in the ab- 
sence of any statistical study of the 

' subject, that more manufacturers 
are selling through jobbers or other 
types of middlemen now than ever 
before. 

The immediate reason for a shift 
from a company-owned and _ sup- 
ported sales and distribution organi- 
zation to one where the distributor 
carries the cost of maintaining sales 
contacts was obvious. It meant a 
reduction of fixed operating expense, 
and limited the cost of selling to 
the distributor’s discounts, plus the 
cost of supervising his activities. In 
a period of declining sales, this was 
a decided advantage. 

Qn the other hand, many manu- 
facturers who turned to jobbers as 
a means of controlling sales expense 
did so without realizing the necessi- 


Thus to debate the question of 
whether it pays to advertise is to 
ask whether it pays to make any 
sales effort. If it does pay to do so, 
and if salesmen and distributors 
must be employed to contact mar- 
kets, then the widespread distribu- 
tion of information about the prod- 
uct or line to those markets through 
impersonal means is the obvious 
answer. 

That is why so many manufactur- 
ers of industrial materials, equip- 
ment and supplies, who have been 
inactive in advertising for the past 
few years, are again turning to the 
use of the printed page for re-es- 
tablishment of broad contacts with 
present and prospective users of 
their products. It’s primarily a job 
of telling, which must always pre- 
cede the actual process of selling 
any commodity. 

There is more to advertising than 
merely broadcasting a direct sales 
message; markets must be analyzed 
and defined, specialized product ap- 
plications worked out, and the buy- 
ing processes of each industry stud- 
ied, in order that advertising may 
be most effective. But the consid- 
eration of advertising as a business 
activity may well be simplified by 
forgetting some of the refinements 
of methods and appeals for the mo- 
ment, and concentrating on the 
obvious necessity of telling more 
people, and telling them with the 
greatest speed at the lowest cost. 

That’s advertising. 


the Distributor 


ties involved in a successful distrib- 
utor policy, such as providing ample 
support from the standpoint both of 
technical information and _ sales 
promotion effort. Merely placing the 
line with the local jobber and await- 
ing results proved a disappointing 
experience to many manufacturers 
in this category. 

Because manufacturers are now 
checking up more carefully than for 
several years on the relative advan- 
tages of direct sales and distributor 
representation, Crass & INDUSTRIAL 
MARKETING is looking into this sub- 
ject with a view to supplying some 
specific case studies which will point 
the way to more successful opera- 
tions. It is already evident, from 
even a casual study of the situation, 
that it is almost impossible to gen- 
eralize as to the correct methods to 
be used, without an analysis of the 
conditions peculiar to each com- 
pany’s situation. 


MAKING LIFE HARD FOR THE SALESMAN 


—New York American. 


"| don't want that one—it's got a scratch on itl" 


Voice of the Industrial Advertiser 


Give It All the 


Circulation You Want 

To the Editor: The editorial en- 
titled “Advertising Influences Indus- 
trial Sales’ that appeared in your 
September issue was about as clear 
and concise a statement of the func- 
tion of industrial advertising as I 
have seen. 

Since the election I have felt a 
considerable reawakening on inter- 
est in advertising among the smaller 
manufacturers selling to industry. 
In my efforts to get some of these 
concerns out of hibernation, I would 
like to make use of your editorial. 
Can you send me 100 reprints of it? 
If this is impossible may I have your 
permission to reproduce it, giving 
you credit, of course? 

I believe that I am the only simon- 
pure technical advertising counsel 
this side of Chicago, at least I have 
never heard of any others that are 
remunerated solely on a fee basis in 
this field. 


FREDERICK W. LA CROIX, 
Industrial Advertising, Milwaukee, 
Wis. 


7 FP ¥ 


Sees Steady Effort 
Better Than “Specials” 

To the Editor: In regard to the 
question “Is the special issue the 
best purchase?’ appearing in the 
CLtass & INDUSTRIAL MARKETING 
March 2 issue, I thought you might 
be interested in our slant on this 
problem. 

We feel that a steady, well directed 
advertising program, placing adver- 
tising at the time when you believe 
it will be the most effective, is the 
best course to pursue. 

If in arranging our program we 
can appear in special issues which 
we feel will be of better advantage 
to us, we do not hesitate to be in 
them. If, however, the special issue 
does not come at a time when we 
can make good use of it, we do not 
hesitate to pass it by. 

For instance, suppose we have six 
pages of advertising that we can give 
to a certain field. If the buying of 
our product in this field is more or 
less consistently active throughout 
the entire year, we will place our 
advertising every other month. 

If there should be a special issue 
appearing in the month in between 
the months in which our advertising 
has been scheduled, we feel that our 
steady, well directed program every 
other month is more essential than 
appearing in the special issue which 
would break up our scheme of ad- 
vertising every other month, unless 
of course it was so outstanding that 
it was absolutely essential that we 
be in the issue because of its direct 


bearing on purchases of wire rope. 
This case would be rare indeed as far 
as our field is concerned. 

In general, we realize that special 
issues have a very good reason for 
existing but also because of the great 
volume of material usually appear- 
ing, each advertisement is likely to 
be given less attention than in a 
regular issue. 

I should imagine that special issues 
would be treated differently in the 
advertising of various industrial 
products and that each manufacturer 
must work out the problem to suit 
his best advantage. 

I doubt very much whether any 
one could go so far as to establish 
a rule regarding special issues that 
would apply to the selling of all in- 
dustrial products. 

F. NELSON, 
Advertising Dept., Macwhyte 
Company, Kenosha, Wis. 
¥ Vv F 


Even a Purchasing Agent 
Likes Problem Dept. 


To the Editor: Your “Problems” 
department is good. Even makes 
sense to a purchasing agent. I hope 
they follow your advice (in general). 

In reference to size of literature 
for purchasing agents, you get an 
8',x1l-inch folder nearer to the hand 
of a P. A. you are trying to sell than 
a 10x15 will ever get. That’s why 
we have file drawers in our desks. 


H. E. ANDERSON, 
Purchasing Agent, The Northern 
Trust Company, Chicago. 
, FF F 


Much Interest in 
Letterhead Design 


To the Editor: Our company is 
very appreciative of your comments 
regarding our letterheads, which ap- 
peared in your March 2 issue. 

Judging from comments received, 
letterhead design presents many in- 
teresting—and not always. easily 
solved—problems. 

R. W. DENMAN, 

Director of Advertising, American 

Machine and Metals, Inc., New 
York. 
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Finds House Organ 


Story Valuable Data 

To the Editor: Thanks for sending 
me the Feb. 2 issue of Crass & IN- 
DUSTRIAL MARKETING, which I re- 
quested some time ago. 

The material it contains on house 
organs is valuable to us. In fact, we 
enjoy every issue of your paper and 
read it thoroughly. 

C. T. Hanson, 
Fred A. Hinrichsen Advertising 
Agency, Davenport, Ia. 


Information 
for Industrial 
Advertisers 


The following documents may be 
secured without charge by any ad- 
vertiser or advertising agency from 
the publishers sponsoring them, or 
through CLAss & INDUSTRIAL MAR- 
KETING. 


104. A Survey of Industrial Main 
tenance. 

Among the important points devel- 
oped by this survey by Mill ¢ Factory 
are the importance of the mainte- 
nance engineer in specifying main- 
tenance supply and equipment pur- 
chases and the need for moderniza- 
tion of industrial equipment of all 
varieties. Another interesting fea- 
ture brought out is the extent to 
which maintenance engineers rely on 
the engineering recommendations of 
power companies whose services have 
been used in laying out mechanical 
power transmission and_ electrical 
power distribution and utilization fa- 
cilities. 


141. Who Reads The Architectural 


Forum? 

This circular lists the names of 
men prominent in their respective 
fields who are Architectural Forum 
subscribers. The classifications cov- 
ered include real estate men, bankers, 
insurance executives, building and 
loan officials and building managers. 


110. Baking Industry Facts and Fig- 
ures. 


The baking industry is not merely 
large, but almost depression-proof, 
this survey by Bakers’ Helper indi- 
cates. A decrease of only 6.6 per cent 
from normal poundage was reported 
by the industry in 1931, though dol- 
lar decrease was somewhat larger. 
Total value of baked products in 1931 
is placed at $1,190,047,000, showing 
that this industry will never fall be- 
low a billion dollars in its worst 
year. Other sections of the survey 
show the kind and amount of equip- 
ment required to keep the country’s 
bread-basket filled. 


188. Outline of the IEN Plan. 
This folder of information de- 
scribes the complete editorial, circu- 
lation and advertising setup of In- 
dustrial Equipment News for place- 
ment in the media files of advertisers 
and agencies interested in advertising 
to the general manufacturing market. 


139. The Building Reporter. 


A bulletin issued from time to time 
by The American Architect giving 
current information regarding the 
building field, with special reference 
to developments that will effect build- 
ing supply business. 


102. Marketing Beer - Dispensing 
Equipment. This is the title of a brief 
analysis of the distribution problems 
confronting manufacturers of bar fix- 
tures, including cooling units, beer 
faucets, block tin pipe and coils, beer 
pumps, tapping apparatus and com- 
plete bars. It indicates the plumbing 
dealer as a merchandiser of this 
equipment. Published by Domestic 
Engineering, Chicago. 


127. Editorial Enterprise. 


This 8-page folder is really an in- 
dex to research in the meat packing 
field, from the standpoint of indus- 
trial operations and equipment re- 
quirements. Fifteen headings are 
covered, with typical classifications 
of steam and power, temperature con- 
trol, packaging, etc. Published by 
The National Provisioner. 


106. Railway Outlook. 


This is a letter issed by Simmons- 
Boardman Publishing Company every 
week or so to “pass along timely in- 
formation to its friends who are di- 
rectly interested in the railway out- 
look.” The latest facts on railway 
operation are presented without frills 
or comment, giving the reader a clear 
picture of what is taking place in the 
field. 
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ADVERTISING AGE 


BLACKER THAN NIGHT 


This double one-page insert 


printed by special and painstaking 
rocess on a high glossy finish 
Black packaging paper was so un- 
usual and created so much talk 
in the rubber industry that a com- 
plete series equally spectacular in 
effect will appear in a long list of 
industrial papers. as soon as the 
can be produced. The copy ad- 
vertises a dustless black manufac- 
tured by the United Carbon Com- 
pany, Charleston, W. Va. 


UNUSUAL INSERT 
CREATES A STIR 
IN RUBBER FIELD 


Made from Packaging Paper; 
Series to Follow 


New York, April 3.—The gratify- 
ing reaction to an unique insert pub- 
lished by United Carbon Company, 
Charleston, W. Va., in December and 
January issues of India Rubber 
World and Rubber Age has led the 
advertiser to approve a campaign of 
spectacular inserts exclusively to ap- 
pear throughout the year in some 
eight or ten publications in the rub- 
ber, paint, ink and paper fields. 

Samuel Joseph, New York free 
lance, who is associated with Hanff- 
Metzger, Inc., the agency in charge 
of this account, and William Kelly, 
of Hanff-Metzger, Inc., the account 
executive, are still answering in- 
quiries asking how the first insertion 
was printed and handled. 

This insert proved a bombshell 
which scattered fragments far be- 
yond the confines of the industry in 
which it was circulated. Inquiries 
were particularly numerous from 
paper, ink and printing houses and 
they indicated an impression had 
been made which promises well for 
the advertiser’s cause. 


New In the ‘Field 


One reason for the astonishing re- 
sponse is that inserts are almost un- 
known in rubber industry publica- 
tions. The two which carried the 
United Carbon advertisement have 
been deluged with inquiries since its 
appearance and have just issued new 
rate cards to which insert prices 
have been added. 

As future inserts, like the first, 
will feature the character of some- 
thing that has never before been 
done, publication orders will be held 
up until production is complete. 
Printing of the first insert required 
several weeks, instead of as many 
days. The delay would have caused 
an annoying situation for all con- 
cerned if space had been scheduled 
in advance. 


The production difficulties on the 
first insert had their inception in the 
choice of a package paper stock. A 
celluloid-coated, glossy black, it was 
selected as most expressive of the 
character of the product, Kosmobile, 
a carbon used for coloring rubber 
black and “the blackest thing there 
| ad 


Many Experiments Made 


The stock was supplied by the 
Charles W. Williams Company and 
the first job of the printer, Noble 
Engraving Company, was to cut the 
rolls in sheets. Experiments were 
made with engraving plates of vary- 
ing depth and with both engraving 
and printing inks. 

The task which seemed hopeless 
at first was finally accomplished with 


a technique incorporating shallow 
engraving plates, a special ink and 
certain alterations in the press. The 
printing was done in cold weather 
with the windows wide open, in spite 
of which fact four men were neces- 
sary to handle the sheets to keep 
them from curling. The temperature 
required for handling the paper was 
the extreme of that necessary to 
make a satisfactory impression, the 
latter difficulty being solved with 
special electrical heating attach- 
ments. 


Different Technique Used 


The finished job was a doubled, 
one page insert, bound on the out- 
side to hide the uncoated reverse 
side of the package stock. The leg- 
end in white ink on both printed 
surfaces reads, “Kosmobile. The 


Dustless Black. United Carbon Com- 
pany, Charleston, W. Va.” 

The design of silver bubbles which 
ornaments the first page required a 
second run and a different technique 
from that used in printing the white. 

An important factor involved in 
making the decision to embark on 
the insert campaign was the response 
of the advertiser’s salesmen to the 
first insert. For the first time since 
the company began to use industrial 
papers five years ago, the salesmen 
betrayed enthusiasm for advertising 
which made executives and agency 
men wonder if the millennium had 
arrived. 

It seems the salesmen’s contacts 
were tortured with curiosity as to 
how the attractive insert was created 
and could hardly--wait for the sales- 
men to call with an explanation. Not 


fully appreciating the situation, per- 
haps, the salesmen became convinced 
that the agency had performed some 
feat of magic which opened an easy 
way of ingress to their prospects. 


Hiram J. Kenfield Dies; 


Former Business Publisher 


Hiram J. Kenfield, former head of 
Kenfield-Davis Publishing Company, 
Chicago, publisher of Mass Trans- 
portation, died April 2 following a 
brief illness. He was 74 years old. 
He is survived by a son, Foster. 

Mr. Kenfield was widely known in 
the electric railway industry with 
which he had been associated since 
the days of horse cars. The paper 
of which he was publisher: was until 
recently known as Electric Traction 
and Bus Journal. 


“Brewers Journal’ Now 
Has Spiral Binding 
The March Brewers Journal ap- 
peared with spiral binding and will 
continue to be issued in that form. 
The change was made following in- 
quiry among publishers, readers and 
advertisers in publications having 
the novel style of binding and the 
favorable comment influenced the 
change. The first issue with the new 
feature appeared unannounced and 
was enthusiastically received. 


Issues Two Books 

The Norton Company, Worcester, 
Mass., abrasives manufacturer, has 
announced two new books, “Grinding 
Wheel — Information & Selection” 
and the “Norton Diamond Wheels.” 
The former is spiral bound, and both 
are being featured in industrial 
paper and other advertising. 


the answers. 


planning. 


with you. 


330 W. 42nd St. 
ABP 


POWER 


Facts to Sharpen 


Your Selling 


Industry loses three-quarters of a billion dollars a 
year in wasted power. Why? How? 


We made a nation-wide survey to find out. It took 
six months, cost three thousand dollars—but we got 


Here they are—for you, for your salesmen, for your 
customers, and for your prospects. 


Many companies are already using these findings as 
selling ammunition and as a sound basis for sales 


We will gladly send you a copy. Or have our repre- 
sentative in your territory,who is thoroughly familiar 
with the data, bring a copy and discuss the contents 
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CATALOG HELPS SALESMEN WITH PRESENTATION 


? 


teeee te canbe ap exgarmenn 


Typical spread in the new Sullivan Plus portable compressor catalog. Left-hand pages show construc- 
tion features which help salesmen emphasize selling points of the equipment. Right-hand pages illustrate 


models and give technical data. 
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SULLIVAN 


E. A. A. to Hear Architect ; 
See New Austin Talkie 


R. Vale Faro of Nicolai & Faro, 
architects, will talk before the Engi- 
neering Advertisers’ Association on 
April 8, having for his subject, “The 
Architect in Industry.” Mr. Faro de- 
signed the Time and Fortune build- 
ing at the world’s fair. 

Howard F. Barrows, advertising 
manager, Austin-Western Road Ma- 
chinery Company, Aurora, IIl., will 
show his new talkie movie, present- 
ing the new Austin Rollo Plane. 


T. P. A. to Elect New 
Officers on April 8 


“Dressing Up Industrial Advertis- 
ing So It Can Go Places,” will be 
the topic of G. W. Freeman, service 
executive, and Ralph Mutter, art di- 
rector, Marschalk & Pratt, Inc., at 
the April 8 meeting of Technical 
Publicity Association, Inc., New 
York. 

Annual election of officers will be 
held at this meeting. 


Issues Brewery Directory 


The 1935 edition of the “Buyer’s 
Guide of Brewing Machinery, Equip- 
ment, Supplies and Materials” has 
been issued by Brewery Age. Con- 
tained in the book is a revised list 
of all licensed breweries in the 
United States as of March 1, includ- 
ing the names of administrative and 
operating personnel, and a similar 
list of Canadian breweries. 


COVERAGE 


im of all worthwhile furniture and wood 
= working plants plus highest acceptance 

and interest of buying executives makes 
advertising in Wood Products an ex- 
cellent investment at low cost. 
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SULLIVAN PUSHES 
‘PLUS’ PORTABLE 
AIR COMPRESSORS 


Quality Literature Features 
Equipment 


Chicago, April 4.—Designed to aid 
its distributors capitalize on the 
construction work now in progress 
throughout the country, and that 
which is certain to follow shortly, a 
highly specialized campaign on a 
new line of portable compressors has 
been launched by Sullivan Machinery 
Company, its first major effort in 
several years. National and sectional 
construction papers and direct mail 
of unusual character are being used. 

This company, one of the major 
units of the heavy goods industry, 
|operates internationally with offices 
and branches in principal cities 
throughout the world. In addition 
it has distributor representatives in 
every major construction center of 
this country. Its principal line is 
mining machinery and equipment. 

The present activity centers 
around a newly developed and im- 
proved series of portable air com- 
pressors for use in the ordinary run 
of construction projects. To accen- 
tuate the superior features of the 
line it has been christened the 
PLUS portable, and the added value 
of features is stressed with repeated 


and frequent use of the surname. 


We believe in advertising 


We believe in the business it builds. 
siveness it shows and the stability it promotes. 


1934 we continued, unabated, 


We believe in the progres- 
@ Throughout 
our advertising program. The 


twelve advertisements shown here, all appeared in this paper 


during the past year. 


@ If progressiveness over nearly a decade, 


experience of personnel, standing of clients and results of service 
qualify an advertising service organization to help you, then we 
should receive consideration for your 1935 publicity. 


0.8. TYSON AND COMPANY, Inc. 
CLASS and INDUSTRIAL ADVERTISING 


230 Park Ave.. 
New York, N. Y. 


Member A. A. A. A. 
TYSON-RUMRILL ASSOCIATED, 


Philadelphia Office: 
3701 N. Broad St. 


41 Chestnut St., Rochester, N. Y. 


“Plus Stamina Makes A Champion” 
and “Plus Stamina Means Plus 
Value,” headlines in a_ colorful 
broadside announcing the new ma- 
chines, proclaim. 


Issues Unusual Catalog 


In addition to this striking piece, 
which is so designed that it may 
serve as a hanger in distributors’ 
show rooms, the line is presented in 
a catalog which has the qualities of 
a brochure featuring a series of high 
priced automobiles. 

The book is a departure in tech- 
nique for literature on equipment of 
this kind, J. W. Sanford, advertising 
manager, explaining that it was so 
handled to be in keeping with and 
to reflect the engineering excellence 
of Plus portables, made to be the 
finest in the field. 

The catalog has 16 pages, 11x8% 
inches in size, printed in black and 
deep yellow, the color scheme of the 
equipment treated. The cover is of 
heavy black stock with the words 
“Plus Portables’ embossed under a 
tipped-on four-color drawing of the 
cylinder heads featuring the air 
cooled construction details. Fly- 
pages are of heavy antique finish 
stock with silk threads showing 
throughout. 


Used in Sales Work 


The sales force is enthusiastic 
over the book because the large half- 
tone illustrations of construction 
features on left-hand pages tell a 
running story of the advantages of 


J.B. Mason Now 
Eastern Editor, 
“American Builder’ 


New York, April 1—Joseph B. 
Mason today assumed his new duties 
as Eastern editor of American 
Builder, recently 
having been ap- 
pointed to the 
post by Samuel O. 
Dunn, chairman 
of the board, Sim- 
mons - Boardman 
Publishing Com- 
pany. Mr. Mason 
was’ formerly 
managing editor 
of the publication 
with headquar- 
ters at Chicago, 
serving in that 
capacity since the merger of Ameri- 
can Builder and Building Age, in 
1930. 

A generally improved outlook in 
the building industry and a healthy 
increase in building advertising are 
reported by American Builder. The 
realignment of the editorial staff 
was made to strengthen and improve 
editorial coverage in the East where 
many major developments of inter- 
est are taking place. 

Mr. Mason has had a long expe- 
rience in building construction and 
publishing work. Prior to the merg- 
ing of the American Builder and 
Building Age, he was editor of the 
latter publication. He was gradu- 
ated from the University of Wiscon- 
sin in 1926, 

As managing editor of American 
Builder, Mr. Mason worked directly 
under Mr. Dunn and Bernard L. 


J. B. Mason 


the line which they can use in their 
sales presentation. The various 
models, with technical data, appear 
on right-hand pages. 

In launching the campaign early in 
the year, copies of the catalog and 
the broadside were mailed to every 
known prospect for portable com- 
pressors in the United States and 
Canada. 

The principal publication adver- 
tising effort consists of a consistent 
schedule of double-page bleed spreads 
in color to cover the construction 
field on a nationah basis. These 
advertisements strikingly portray the 
Plus features in unusual photo- 
graphs, and show the machines in 
full colors. 

A special series of black and white 
page advertisements has been pre- 
pared for distributors’ use locally 
»ver their own names. These are 


furnished in electrotypes upon re- 
quest. In addition, the sales organ- 
ization is supported by a direct mail 
campaign consisting of six units 
mailed weekly to live prospects as 
reported to headquarters by the 
company’s own men and those of the 
listributors. 

To focus attention on the Plus 
idea, and to give the salesmen some- 
thing of a novelty that they can pass 
out to their prospects and customers, 
as is the practice in this field, a 
white metal lucky pocket piece, 
about the size of a quarter, has been 
provided. A compressor is shown 
on one side with the wording “A 
Plus Portable is a Better Portable 
... Sullivan.” On the reverse side 
of the piece it says, “Don’t Push 
Your Luck .. . Rely on Sullivan.” 

George J. Kirkgasser & Co., 
agency, are directing the campaign. 


Johnson, editor of the paper. 
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More Reliable Method 
Is Needed for Testing 


Copy for Heavy Goods 


By L. W. SEELIGSBERG, 
Vice-President, O. S. Tyson and Company, Inc., New York. 


O what extent can the copy 
sk testing practices of the general 

field be applied to industrial 
copy? 

Perhaps, like the weather, copy 
testing is one of the things most of us 
often talk about and let it go at that. 
On the other hand, the air condi- 
tioners have done something besides 
talk about the weather, and re- 
searchers have done something about 
copy testing, particularly in the 
general field. To carry the analogy 
a step farther, the air conditioners 
have demonstrated that the use of 
hot air can be overdone, so it seems 
advisable to keep right on consider- 
ing what copy testing can do for in- 
dustrial advertising. 

By-passing the technique of copy- 
testing methods, let us look at the 
reasons why copy (any copy) need 
be tested at all. The chief purpose 
in most cases is to find out how the 
potential buyers will react to a new 
stimulus. 


How Situation Differs 


With a group as heterogeneous as 
the general public, you rarely can 
tell what the reaction will be, unless 
you test. As soon as we begin to 
classify, somebody can tell without 
even the rudiments of a test. Any- 
body who has worked in a machine 
shop knows who decides what kind 
of steel is to go into the lathe tools, 
what kind of cutting oil is to be sup- 
plied and whether Chippendale legs 
would help sell work benches. You 
don’t even need shop experience to 
know some of these things and a 
lot more like them. Which is the 
very point to be emphasized—that 
as soon as classification begins, defi- 
nition sharpens—the bull’s eye on 
our target becomes clear to our 
view. 

It follows that in producing copy 
designed to influence an industrial 
audience, the process of testing can 
begin at once without recourse to 
mass contacts with consumers. If 
we do not know what the copy is 
designed to accomplish and whom it 
is desired to influence we can, with- 
out further research, label the effort 
as futile, for we shall not have even 
the bases for proper tests. 

Indeed, if research is necessary to 
learn the thinking and buying habits 
of such people in the industrial 
fields, then again the effort may be 
branded as a failure, for again we 
shall lack data on which to formulate 
and evaluate tests. There is no 
economic justification for spending 
time and money on researches and 
tests to learn something that is al- 
ready known. 


Works Both Ways 


This assertion works both ways. 
An advertising man who, by experi- 
ence, knows the work and the mental 
attitudes of metallurgists, probably 
could no more evaluate a proposed 
B. O. idea than could a star hygienic- 
products advertising man pass on 
copy for introducing xanthate dis- 
solvers. 

It is by no means a reflection on 
any phase of the general advertising 
field to concede that copy testing is 
becoming increasingly important, for 
the almost infinite variety of human 
desires vastly overshadows the num- 
ber of buying motives in industry. 
No small group of advertising men 
can appraise the value of all the 
varied appeals which general adver- 
tising can employ, but it would not 
take a group of more than four, pos- 
sibly five, industrially trained men to 
form a jury competent to pass de- 
pendable judgment on any industrial 
advertising idea or program without 
further testing. To be sure, the jury 
would have to be carefully selected, 
and the basis for selection would 


have to be carefully and accurately 
drawn specifications. 

Aside from the precision of appeal 
possible without testing, to those 
familiar with industrial advertising 
methods, the time element assumes 
larger proportions in the industrial 
field than in general advertising, and 
the effect mitigates against the use 
of new copy testing methods. 


Interests Govern Reactions 


Ask “Judy O’Grady and the Col- 
onel’s Lady” whether they like the 
heading “It’s the outside of your skin 
that counts” and they’ll grow volu- 
ble. It’s a subject in which their 
interest never lags while life lasts. 

Ask an architect whether he would 
read: “A new trend in church light- 
ing” and he might reply “No, they’re 
not building any churches.” You 
could not interest him in the pro- 
posed advertisement, yet if published 
in his architectural paper, under- 
standingly presented by one who 
knows architects, the advertisement 
would plant a seed that might sprout 
when, in the course of time, that new 
church ceased to be merely a hope. 

You can get a reliable general- 
public copy test on things of current 
interest. The less current, the less 
reliability, and that handicaps tests 
on copy for capital goods for in- 
dustry. 

But how about industrial supplies? 
Here copy testing is merely another 
hurdle that calls for more effort than 
results justify. 


Fundamentals More Important 


Without a single call or field in- 
vestigation, an experienced indus- 
trial advertising man with technical 
education can learn what properties 
of the product are _ important, 
whether or not their importance is 
recognized, and what sales resist- 
ance has to be overcome. Assimila- 
tion and proper digestion of such 
fundamentals are far more import- 
ant than copy testing and economi- 
cally sounder, for the effort spreads 
over the entire program, not over 
one or two pieces of copy. 

It is true that able, well known 
industrial advertising men with con- 
siderable appropriations at their dis- 
posal have from time to time tested 
copy and copy appeals and all efforts 
to improve industrial advertising 
are to be highly commended. 
In general, these tests have sought 
reader preference for one of two 
copy angles, sometimes one old 
one and one new one. If the results 
are interpreted as showing which one 
of the two pieces is liked best, it 
may be accepted as confirmation of 
the thought that this might be so. 
If, however, such a test is accepted 
as confirmation of the value of a 
principle, the conclusion is apt to be 
misleading, for the witnesses are far 
from competent to pass on that sub- 
ject. 

As to layout and illustration, field 
contacts and discussions can help 
improve the attracting power of ad- 
vertisements, but these field con- 
tacts, to be most useful, will be quite 
different from those of the most-used 
copy testing methods. The answers, 
to be useful, have to be uneartlied 
by indirect methods—no frontal at- 
tack will produce a reliable result. 


Tune Copy to Product 


While a great volume of evidence 
would be required to prove that it 
is nearly always possible to tune in- 
dustrial copy precisely to the object, 
one can find an abundance of exam- 
ples in which results prove the cor- 
rectness of the method. 

A steel campaign, at one stage, re- 
quired inquiries from men in certain 
stated industrial fields and positions. 
The inquiry register and a heap of 


current inquiries prove the effective- 
ness of the copy. 

In another case, the advertising 
played for direct orders. This ad- 
vertisement, costing $45, came back 
with a check pinned to it—not once, 
but twice—and the two checks to- 
taled $2,200. 

On the other hand, one advertising 
manager used the same copy for 
seven years and through connections 
with two advertising agencies de- 
clined to accept any new copy ideas. 
Perhaps tha* too is copy testing, per- 
haps not. 


Economic Factor Enters 


An economic factor enters the dis- 
cussion—perhaps ends it. The di- 
rector of research for a large, well 
known general agency’ recently 
wrote: “Thorough copy testing is 
slow and costly; shallow copy test- 


ing is only a gesture. Every test 
should be verified by at least two 
different methods.” If copy testing 
is “costly” when spread over an ad- 
vertising appropriation ending with 
five or six ciphers at the left of the 
decimal point, the price must be pro- 
hibitive when taken out of any ex- 
cept a few of the largest industrial 
advertising appropriations. 

When somebody develops a relia- 
ble, quick and relatively inexpensive 
method of testing industrial copy, 
more people will be able to write it 
successfully. In the meantime, there 
is no substitute for an experienced 
industrial advertising manager or 
agency man working closely with a 
competent sales department. 

This is no propaganda for the 
swivel chair industry. The industrial 


advertising man who hasn’t been out 


where white-hot wire snakes under- 
foot, where drafting tables shine 
human equators, or where .0002” is 
as bad as a mile—the sooner that 
man helps take our railroads out of 
the red, the sooner will he really 
help to keep his employer or client 
in the black. 


A. F. Hatch Now with 
Independent Pneumatic 


A. F. Hatch, for many years con- 
nected with Domestic Engineering 
in advertising and circulation pro- 
motion work, has been appointed 
assistant advertising manager of In- 
dependent Pneumatic Tool Company, 
Chicago, in charge of creative, pro- 
duction and space buying activities. 

Mr. Hatch works directly under 
Neil C. Hurley, Jr., secretary of the 
company, who directs the advertis- 
ing program. 
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CONDUCTED by KEITH J. EVANS 


LEMS 


Problems in Advertising— 
What to Do Next? 


How can advertising lead rather 
than follow? Here is an impossible 
question, I know, but it may furnish 
some food for thought. We are ap- 
proaching either better business or 
poorer business. We are approaching 
a period of a new type of buying. 

What can advertising men do to 
anticipate and take full advantage 
for their respective companies? 

ADVERTISING MANAGER. 

You have asked some difficult ques- 
tions. No doubt advertising men can 
look ahead and help their companies 
determine what is going to happen 
next and then what to do about it. 
On the other hand, we believe it is 
reasonable to have the advertising 
department look toward general man- 
agement for an interpretation of the 
future. Following this, it is up to 
the advertising department to recom- 
mend a plan and policy that will fit 
in with the changing scene. 

It is undoubtedly true that in the 


beginning of depressions, advertis- 
ing men can usually struggle to 
maintain their appropriations when 
it would probably pay the company 
to begin reasonable curtailment to 
match the lower sales volume. On 
the other hand, as we emerge from 
a depression, advertising men sheuld 
be able to get a better grasp of the 
picture and get an appropriation 
from management to do a good ad- 
vertising job when buying is on the 
increase, rather than lagging behind 
every upturn in business. 

There are many smart men in the 
marketing field who believe that ad- 
vertising should be conservative 
enough in good times to permit it to 
run on and perhaps even increase in 
bad times to bolster up the situation. 
This would, no doubt, help more in 
the creative markets in the general 
consumer field than in the industrial 
market, though even here it would 
have value. 

On the other hand, it is sound for 


manufacturers to keep a reasonable 
relationship between their advertis- 
ing budget and their sales volume, 
and therefore, increased versatility 
on the part of advertising manage- 
ment is greatly to be desired. 

This question of what to do at the 
present moment would probably have 
to be answered differently for a 
great many different companies as 
the outlook and opportunity for each 
one is different. On the other hand, 
advertising men should now be try- 
ing to peer into the future and de- 
termine for their own company 
whether business is going to be bet- 
ter or worse; whether to recommend 
more. or less advertising; and 
whether we are going to have further 
inflation. If we are, then the ques- 
tion is one of buying materials in ad- 
vance, taking long term space con- 
tracts and in other ways trying to 
make the most of whatever is on the 
way. 

— oF v 


Larger Space for 
Directory Advertising? 


We have been advised by a solict- 
tor for a directory that we will get 
the bulk of the inquiries if we take 
larger space than any other company 
in the classified section covering the 
product in which we are interested. 
In the past we have been inclined to 
only use a bold face listing. 


Are there any facts and figures 


nTHE MEAT PACKING INDUSTRY | 


‘its TE Narionat PROVISIONER. / 


Pertinent Industry Facts 


Total annual production 20,472,- 


147,887 lbs. 


Value of products $1,716,354,873. 


For 47 years 


dustries. 


stimulating, that 


THE NATIONAL PRO- 


VISIONER has been guiding the activities 
and influencing the decisions of buying ex- 
ecutives in the Meat Packing and Allied In- 
And throughout this whole pe- 
riod it has followed an aggressive policy of 
editorial enterprise that is adequate and 


focuses reader attention, 


that amplifies advertising effectiveness. 


THE NATIONAL PROVISIONER holds the 


interest and confidence of its readers. Dur- 


ing the last six months of 1934, there were 
682 inquiries from readers for information, 


and 49,200 reprints of important editorial 


articles were ordered. Renewal percentage 


for 1934 (ABC) was 84.62%. 


Cost of materials, supplies, etc., 


$1,360,945,502. 


Employs 131,490 people in 2,613 


plants. 


Processes 82,996,687 animals an- 


nually. 


This is the Nation's First Industry 
—first in size, activity and pur- 
chasing power. Give it first con- 
sideration in your sales and ad- 


vertising plans. 


Pr 


THE NATIONAL PROVISIONER is speci- 


fically edited to cover every managing, 


processing, manufacturing, merchandising 


and marketing function in the plant—is edi- 


torially designed to interest all buying ex- 


ecutives. 


ing Industry! 


macaz nt OF 


ee Meat Packing and Allied Industries in 
- 407 S. Dearborn Street * Chicago, Ill. _ 


THE NATIONAL PROVISIONER 
is the ONLY publication that can do an ade- 
quate selling job for you in the Meat Pack- 


THE NATIONAL | 


ovisioner 


Audit Bureau | | i 
| of 
Circulation 7 


. . 300 Madison Avenue, New York 1031 South Broadway, Loe Adisiee 


that would tend to prove that in- 
creased number of inquiries could be 
developed from larger space? 

We have always appreciated that 
this has its advantages in magazine 
advertising but we have felt that 
space advertising in directories was 
wasted money. Please advise. 


ADVERTISING MANAGER. 


When a methodical buyer looks for 
a certain product in a directory, he 
will frequently send inquiries to a 
good 
listed in his city or immediate vicin- 
ity. However, it has been proven by 
a number of tests that there are 
other buyers who only send inquiries 
to one or more of the larger adver- 
tisers. If you dominate the classifi- 
eation, you will usually get a larger 
number of inquiries. 

There is only one negative in con- 
nection with this practice—that is if 
competition is very active they will 
soon meet your increased space and 
then there will be very little advan- 
tage for either of you. 

For this reason some concerns in 
considering this problem, take as 
large a space as is taken by any other 
advertiser but not larger as this only 
tends to have the other advertisers 
meet your effort and increase the 
cost for all. 
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New Copy? 

Our president is a great idea man 
and is always challenging others to 
keep up with him. For this reason 
it is very difficult to lay out any kind 
of plan in advance, stick to any one 
theme or use repeat copy. 

Is there any evidence regarding the 
possibility that we change our 
themes, copy, etc. too frequently? 


ADVERTISING MANAGER. 


Very little accurate copy testing 
has been done in the industrial field, 
but we believe it is the general con- 
census of opinion that companies do 
change their advertising themes too 
frequently. 
icism, the advertising management is 
always expecting others to want new 
ideas and because of this the adver- 
tising plan and copy are probably 
changed too frequently. 

As a matter of fact only one out of 
four or five plans or ideas are really 
very good. When the really good 
copy theme or plan is developed, stick 
to it and make the most of it for you 
can be well assured that about the 
time it is beginning to register even 
you will be pretty well tired of it. 
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Will Loose-Leaf Catalogs 
Be Kept Up to Date? 


I was reading your article on sim- 
plifying your catalog, and was very 
much interested in what you have 
accomplished. 
Under this system you can at least 
be sure of having an up to date cata- 
log when you mail it, but can you 
count on the receiver keeping it up 
to date for you? We understand this 
is the most difficult task and have 
not been successful ourselves along 
this line. 
Will you please let me know if you 
have any particular system in get- 
ting the receiver to keep the catalog 
up to date after it is in his posses- 
sion? x. J. &. 
Before deciding on the type of cata- 
log we have now placed in effect, we 
had given very careful consideration 
to the possibility of its being main- 
tained in the field. 
We first of all found that one of 
the prime reasons for sheets not 
being placed into binders was be- 
cause of the intricate mechanisms as 
included with most binder types. 
Therefore, we issued a binder that 
was easy to insert sheets. 
Secondly, we found that it would 
not be advisable to mail out too many 
sheets at one time under various 
classifications. It might look like a 
lot of work all at once and the 
sheets would be cast aside and never 
be put in place, whereas to place into 
a binder just one or two sheets at a 
time is a simple procedure. 
Still further, our binder lists are 
so selective that they can be-person- 
ally controlled. In other words, our 
salesmen have instructions to go 
over these outstanding books at fre- 
quent intervals to see that they are 
properly maintained. As a means of 
doing this, the salesman would, i 
many instances, talk from his cus- 
tomer’s catalog binder rather than 
his own. 
DIRECTOR OF ADVERTISING 
AND SALES PROMOTION. 


proportion of the companies]. 


Even if there is no crit-| - 


Norton Company 


Issues German 
House Magazine 


Worcester, Mass., April 4.—A new 
edition of “Grits and Grinds,” house 
magazine of the Norton Company, 
abrasives manufacturer, marketing 
its products throughout the world, 
has been launched for distribution 
in Germany. Its title is “Schliff 
und Scheibe,” and Deutsche Norton 
Gesellschaft, Wesseling, is the pub- 
lisher. 

Contents of the German publica- 
tion are closely similar to those of 
the American edition, except that 
material is translated and given a 
local slant. 

The inauguration of this edition 
gives the Norton industrial maga- 
zine an impressive standing since it 
is now published in six editions and 
five languages and is circulated all 
over the industrial world. 

The publication was first issued in 
May, 1909. Its edition in the English 
language has a circulation of 38,000, 
about 4,500 of these being circulated 
in Great Britain as the British edi- 
tion. The later is issued under the 
Norton Grinding Wheel Company, 
Ltd., Welwyn Garden City, England. 
The publication in Sweden also is 
known as “Grits and Grinds” and 
is published by the Norton agents, 
Landelius & Bjorklund, Stockholm. 
In France the magazine carries the 
title “Etincelles Norton,” and is pub- 
lished under the direction of Com- 
pagnie des Meules Norton. In the 
Finnish language, the publication 
bears the American name and is pub- 
lished by O/Y Machinery A/B Turku. 
The magazine gives information 
on grinding, grinding wheels and 
other abrasives products and grind- 
ing machines. Although it is tech- 
nical in content, it is written so that 
everybody familiar with the indus- 
try can understand it. 


Men 


are 


Markers 


It’s the personal confidence between 
salesmen and buyers, built up over a 
period of years, that makes markets. 
The men who read The OUTFITTER are 
in daily contact with the men who buy 
for hotels, restaurants, hospitals, insti- 
tutions, soda fountains, dining car sys- 
tems, steamship KMnes, etc. Their recom- 
mendations carry weight with these buy- 
ers who depend upon the outfitter for 
product information. 


The OUTFITTER 
1900 PRAIRIE AVE. CHICAGO 


Contact! 


Selling the Mechanical Indus- 
tries? You can have direct 
monthly contact with the 
“key” men of large and small 
plants through MAacHINERY’S 
advertising pages. 


The men who specify and buy 
the materials or equipment you 
sell, receive an individual copy 
of each issue of MACHINERY. 
Circulation lists are constant- 
ly checked to avoid duplica- 
tion or error and to offset per- 
sonnel changes. 


Your selling message goes 

ere you want it to go— 
to the field of action. Cov- 
erage complete. 


MACHINERY 


148 Lafayette St., New York, N. Y. 
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STRIP COPY IS 
SUCCESSFUL FOR 
NATIONAL OIL 


Wider Use in Industrial Cam- 
paigns Forseen 


Harrison, N. J., April 4. — Al- 
though the cartoon strip style of ad- 
vertising is not being used this year 
in the program of the National Oil 
Products Company, L. D. Grupelli, 
manager of advertising for the indus- 
trial division of the company, is still 
favorable to its format and forsees 
its use in the industrial field to a 
much greater degree than has been 
the practice to date. 

Mr. Grupelli’s experience with strip 


THIS LITTLE CREPE WENT TO MARKET 


LOOK MERE JIM - THAT NOPCO RAYON 
SOAKING TREATMENT 


O08SN'T COST 1 THEY CAN AFFORO NOPCO TEXTOYL 
ANY MORE NOW THAN OUR OLO Wi AND SIZE #1 FoR You, 
TREATMENT! 1 OOW'T SEE WHY | CAN'T HAVE 
THem 

; j OM, THIS (5 A TEST. 

YOU KNOW. “May THE 
GEST SIZE Win’ =) 

~~ 


+ UST CANT 
SEEM TO Caeve 


WHAT A LOVELY PIECE 
oF cage! 
/ 


MATIOMAL O14 oe, 
oou. 
jon" anne a 


Typical cartoon treatment of 

copy used successfully by National 

Oil Products i ae Harrison, 
N. J. 


copy last year was highly satisfac- 
tory, having received more inquiries 
directly traceable to it than from 
the conventional form over a similar 
period. The technique of this style 
of copy, however, he asserts, must 
be given greater care in execution 
and its success depends wholly upon 
proper handling. 

The suggestion to use strips was 
first presented to the company by its 
agency, Charles Dallas Reach, Inc., 
but it was not until after consider- 
able investigation and analysis that 
it was adopted. The chief doubt that 
confronted Mr. Grupelli was whether 
this style of advertising could be 
made sufficiently dignified to inter- 
est the technical and industrial ex- 
ecutive from whom they were solic- 
iting business. 


Must Instill Confidence 


“The basic quality of industrial ad- 
vertising must rest upon confidence,” 
Mr. Grupelli explained to CLass & 
INDUSTRIAL MARKETING in discussing 
his reasoning on the subject, “and 
the best way to produce confidence 
is to instill in the mind of the buyer 
the thought that the seller knows 
his product thoroughly, what it will 
do, and how it should be applied.” 

If, then, it were possible to develop 
a cartoon technique that would give 
the subject matter authenticity, pre- 
senting quickly, explicitly and pre- 
cisely such facts as the buyer wanted, 
the strip layout could, he felt, be 
used for industrial advertising. 

Having this object in mind, a series 
of experimental layouts was tried. It 
became evident that to carry out the 
purpose, most of the dialogue would 
of necessity be executed by mill men 
and the background for the conversa- 
tions must also be true to detail as 
to suitable machines in their right 
places and going through the correct 
motions. 

With the assistance of the agency 
executives and advice obtained from 
the technical staff of the National 
company, a series of trustworthy, 
dignified and interesting cartoons 
was produced. In this manner, 
yarns and other materials sized with 
Nopco treatments were humanized to 
tell a quick and convincing story that 


would have been difficult in the usual 
form of copy. 

“This year we have dropped the 
strip form of advertising not because 
of any doubt in our minds as to its 
efficacy, but rather because we felt 
that there is a certain time limit 
that any type of campaign should run 
regardless of its inherent merits,” 
Mr. Grupelli explained. “It will not 
surprise me if in time to come this 
type of copy will increase in the in- 
dustrial field, and if handled prop- 
erly it should be productive of good 
results.” 
Publications which carried the 
cartoon copy included American 
Dyestuff Reporter, American Silk 
and Rayon Journal, American Wool 
é& Cotton Reporter, Cotton, Rayon 
and Melliand Textile Monthly, Tez- 
tile Bulletin, and Textile World. 


To Hold Mechanical 
Exhibit Aboard Ship 


An innovation in industrial exposi- 
tions will be launched this summrer 
with the Great Lakes Power Show 
and Mechanical Exposition to be 
held June 24-28 entirely on board 
the lake steamer Seeandbee plying 
between Cleveland, Buffalo and De- 
troit. Ernest H. Smith, president, 
Hollow Center Packing Company, 
Cleveland, and former national secre- 
tary of the N.I.A.A. is managing 
director. 

Over 200 exhibits of power plant 
equipment will be contained within 
the hull of the boat on its four en- 
closed decks rebuilt for the occasion. 
Usual accommodations for 500 pas- 
sengers will be provided. Admission 
to the exhibit at docks will be free, 
and because of the novel idea and 
the accessibility of the show to more 


than 20,000 major power consuming 
industrial concerns around the points 
it will touch, a record breaking at- 
tendance is predicted. 

Paul Doty, national president, 
American Society of Mechanical 
Engineers, is a member of the ad- 
visory board. 


Riehle Testing Machine 
Becomes Part of A.M.&M. 


Riehle Bros. Testing Machine Com- 
pany, Philadelphia, Pa., has become 
a part of American Machine and 
Metals, Inc., New York. 

Abbott F. Riehle will continue as 
general manager with headquarters 
at New York. The engineering staff 
and key men have been transferred 
to the modern §83-acre plant of 
American Machine and Metals, Inc., 
located in East Moline, IIll., where 


greater facilities will insure increas- 
ingly better service to users. 

The American Machine and Metals, 
Inc. is the parent company of De- 
Bothezat Corporation; Halliwell, 
Inc.; Oil Products Appliance Com- 
pany; Tolhurst Machine Works; 
Trout Mining Company and Troy 
Laundry Machinery Corporation. 


New “Metal Statistics” Out 


The 28th annual edition of “Metal 
Statistics” has been published by 
American Metal Market, New York. 
The book contains a series of tables 
dealing with various economic sub- 
jects in addition to its usual records 
of production and consumption, im- 
ports, exports, stocks, price fluctua- 
tions and averages (monthly and 
annually), applying to finished and 
semi-finished ferrous and non-ferrous 
metal products and raw materials. 


HE many recent innovations and de- 
velopments in railway equipment ees 


new freight cars . 


. . ew passenger cars 
and a wide variety of equipment 


These publications enable you to select 
your own railway audience . . 


Railway Progress ... Is Based on 
New Equipment, Improved Service, Greater Buying 


. to reach 


and service have aroused wide attention 
and interest—and signify a new spirit 
of determination to improve railway 
transportation. 


In 1934, railway purchases from manu- 
facturers reached a total of about $625,- 
000,000—almost double the total for 
1933. This is but a start towards filling 
the great buying needs of the railways. 
The growing demand for speed, com- 
fort, and higher efficiency, plus the de- 
velopment of new and improved equip- 
ment and materials, have tremendously 
stimulated the incentive for greater 
buying activity. 


The railways need new Idcomotives . . . 


Simmons-Boardman 


30 Church Street 


105 West Adams St., Chicago 
San Francisco 


and materials for the modernization 
and maintenance of locomotives, cars, 
roadway, track and structures. How 
quickly potential buying activity may 
develop into orders was demonstrated 
in 1934. Unquestionably, should traffic 
and earnings increase appreciably, rail- 
way buying in 1935 may far exceed any 
present conservative estimate. 


The present and potential railway mar- 
ket warrants aggressive sales and ad- 
vertising campaigns. Such campaigns 
can be effectively directed to railway 
men who control and influence pur- 
chases through the five Simmons-Board- 
man departmental railway publications. 


Publishing Company 


New York, N. Y. 


Terminal Tower, Cleveland 
Washington, D. C. 


the particular railway men who are im- 
portant to you, economically and with- 
out waste. Each publication is devoted 
to the interests of one of the several 
branches of railway service and each 
one has a specialized circulation of im- 
portant railway men. Regular adver- 
tising representation in these publica- 
tions will assure effective and properly 
directed publicity for your products in 
the railway industry. 


Railway 
| Mechanical ingineer 


Railway. 


SIGNALING 
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INDUSTRIAL MARKETING SECTION 


April 6, 1935 


MUCH TRAINING 
FOR SALESMEN 
ILL CONCEIVED 


New York, April 4—A plea for 
greater freedom for salesmen is made 
by Bernard Lester in his new book, 
“Marketing Industrial Equipment,” 
just published by McGraw-Hill Book 
Company. Mr. Lester apparently be- 
lieves that industrial salesmen get 
too much rather than too little train- 
ing and supervision and that they 
would get better results if drilled 
only in fundamentals and left to 
work out their own salvation for the 
rest. 


Mr. Lester is particularly scornful 
of the “canned talk.” Said he on 
this subject: 


“It is my opinion that much can be 
accomplished by intelligent  self- 
training through which the salesman 
can equip himself to present his 
products and the services of his com- 
pany in a better way, without sacri. 
fice of personality and individual 
traits. 

“The salesman who presents a pre- 


pared sales presentation, which is 
not a part of himself but has been 
drilled into him by a supervising ex- 
pert, can expect nothing short of dis- 
gust or pity from the intelligent pur- 
chaser. 

“There are certain basic principles 
that may be set down to guide and 
help the younger salesmen in impor- 
tant customer interviews. However, 
these should in no way interfere with 
the natural and sincere methods pe- 
culiar to the individual.” 


Mr. Lester believes that instruc- 
tions on how to sell should be 
dropped from the sales manual on 
the theory that “no one can be 
taught to sell through instructions.” 

The sales manual, he believes, is 
useful chiefly in securing coordinated 
group action on the part of a scat- 
tered sales organization. 

As for improving the ability of the 
salesman, Mr. Lester indicated that 
this may be accomplished by provid- 
ing a steady flow of information 
about the company’s products. He 
recommends district meetings of 
salesmen for discussion of markets, 
etc. 

“Such meetings,” he continued, 
“may include men from headquarters 
who are able to discuss new or im- 
proved products being offered, or new 
plans relating to pricing, advertising, 
and distribution of literature. 

“Some successful meetings are 


held in which sales demonstrations 
are enacted, but there is great oppor- 
tunity for failure in such activities 
unless capable talent is available and 
the production is well conceived and 
carried out. Motion picture films are 
useful, particularly in showing ma- 
chinery installed and in action. 

“The greatest value of sales meet- 
ings comes from the gathering to- 
gether of small groups of salesmen 
who are all interested in the subject 
presented, and who take part in the 
discussion and present their individ- 
ual problems, often with the solu- 
tion.” 

The most valuable information for 
salesmen usually comes from officials 
who have no immediate connection 
with selling, Mr. Lester believes. 
Among these are the factory man- 
ager, chief designing engineer, credit 
manager, treasurer and other officials 
who can explain their own problems 
and responsibilities. 


Woodall Joins Thomas 


R. A. Woodall has been appointed 
personal representative of H. M. 
Thomas, president, Thomas Publish- 
ing Company, New York, to handle 
special work on Thomas’ Register 
and Industrial Equipment News. 

Mr. Woodall was recently presi- 
dent of MacRae’s Blue Book and 
previously connected with Chilton 
and Class Journal directories. 


Buying Power Coverage 


for the 


CHEMICAL PROCESS 


INDUSTRIES 


PICTURING PRECISION AND CARE 


A striking camera shot made to register the precision and care used 
in building Goss printing presses. The photograph was made for the 
Goss Printing Press Company and Simonds & Simonds, Inc., Chi- 
cago agency, by Shigeta-Wright, 

ture the “shot of the month." 


Inc. The studio classed this pic- 


Industry Has 
New Field for 


Movie Cameras 


Cleveland, O., April 4.—The motion 
picture camera, whose offspring has 
been tenderly nurtured by industrial 
sales promotion managers, is finding 
a place in the affection of produc- 
tion and design executives as well, 
according to Machine Design. 

The motion picture camera is be- 
ing used to correct flaws in design 
of machinery which is revealed by 
slow motion pictures, according to 
this paper. Crompton & Knowles 
Loom Works was named as one of 


the progressive companies which has 
found this method invaluable. 

In studying operations of a loom, 
the company used a moving picture 
camera which revealed data never 
before available. Supplemented by 
instruments, the camera revealed 
the location of all of the essential 
parts of the loom at any given in- 
stant and enabled the analyst to 
compute the time or distance from 
the last observation. 


Revives House Organ 

Ahlberg Bearing Company, Chi- 
cago, has resumed the publication 
of its house organ “Ahlbearfax.” The 
initial issue is printed in three colors 
and the contents are devoted to the 
company’s Milwaukee branch and 
the industries it serves. 


Bakin, 


journal | 
and allie 
month, 


Last for 
Subscript 


706 Straus Bldg. 


Yuu cover 10,000 picked plants in the Chemical 
Process Industries by including your catalog in 
the 1935 Edition of CHEMICAL ENGINEERING 
CATALOG. Every plant worth selling in 26 indus- 
tries will have the information you want them to 
have — every day in the year. 


This is real buying power coverage—catalogs go to 
men identified as being the real buying authorities 
in their organizations. We put you on the inside 
track for sales — and keep you there. 


You get mailing list, sales lead bulletins, and cata- 
log coverage at so low a cost that yeu can afford to 
give your prospect a complete story. 


Copy is now being prepared for the 1935 Edition. 
Write or wire for detailed facts on plant coverage, 
mailing service and rates. 


Closing June 30, 1935 


CHEMICAL ENGINEERING CATALOG 


330 W. 42nd Street 560 Howard Street 


San Francisco 


Chicago New York 


Denta 


"Q - <= THE J¢ 


$242,537,00 ois 


Advertis! 
the larg 
tis 7 


HERE IS A a 
SWEET MARKET! 


$67.15; 


rain 

To produce $242,537,000 worth of cake, pastries and ; 
sweet goods in a year’s time, bakers use tons of ingredi- Pag 
ents and thousands of pieces of equipment. Bakers Deans, 
have captured 80% of the bread market and 20% of Grain. R 
the cake market. The value of cakes and pastries now forms 
being produced will probably be multiplied by at least ccaees @ 
3 in coming years, thereby multiplying this market for complete 
ingredients and equipment by 3. handling 
Regularly, since 1928, BAKERS’ HELPER has stressed Hotels 

the importance of “Cakes and Pastries,” through its 

special section by that name. If your products can be ein an 
used in making cakes and pastries, tell bakers about 0 
them through the Cake Section of BAKERS’ HELPER. count 
BAKERS’ HELPER readers are men who control the of its 
major production of this billion dollar industry and the pen 
the purse strings as well. reau of 
Write for a copy of “BAKING INDUSTRY FACTS porns 
AND FIGURES.” — 
eee 
BaKERSHELPER =a 
Emacazine ¢ BAKERY PRACTICE > MANAGEMENT } aoe 
The Magazine of Bakery Practice & Management diy n° 3 
for almost 50 years. am *, 
financial 


330 So. Wells St. Chicago, Ill. 


1212 pages of advertising in 1934; average—47 pages per issue. 
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ADVERTISING AGE 


SPACE BUYER’S GUIDE 


A Classified es apg 
Cla 


Trade and 


Section for Industrial, 
ss Publications 


Industrial 
expositions 


Baking 


BAKERS’ HELPER 
The Magazine of Bakery Practice & Management 
330 8S. Wells 8t., 


chi 
ABC - 


See advertisement elsewhere this issue, 


ABP 


Insurance 


THE mATIONS. PNOERMRITER-ROUGH 


Including the National Underwriter, weekly, fire and 
casualty; National Underwriter, weekly, life; + 
ance Salesman, monthly, life; Rough Notes, monthly, 
fire and casualty; Insurance Decisions, monthly, in- 
surance law; sualty Insurer, monthly, casualty 
and surety; The Accident & Health Review, monthly, 
accident and health; The Industrial Salesman, 
monthly, industrial life, health and accident. Total 
circulation, over 70,000, covering home offices and 
1_ branches insurance in 


BAKERS’ REVIEW 
330 W. stag St., New York tad 4 
Chas. B. MacDowell, manager 11 be res ok 
Fetablished 1898, 1 from a y cover 


brief, authoritative articles, —s in a a 
cise and quickly assimilated cov- 


in entire 
United States. Largest insurance publishing organ- 
ization in o peste. Several memberships in A. 
C., and National Publishers’ Asso- 
ciation. Deleted 18-2 to advertising agencies, 
except on insurance advertising. Offices: Chicago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San Francisco. 


erage—over 30,00 eaching an * bal _ owner in 
country at lowest rate in this field, four-tenths 
of a cent per reader. Maintains laboratory for bak- 
oe tests supervised by chemists and practical baker. 
Published monthly on the first. F 
days preceding. 
times, $120; 
Member 


BAKERS’ WEEKLY 


45 W. 45th St., New York; Chicago office, 360 N. 
wm ae ‘Published every Saturday. Subscrip- 
2 year. Forms close 10 days in advance 

a publication, "Rates: less than three pages used 
within one — i per page; 52 pages within one 
year, $100 a Type page size, 7x10. Member 
Audit Duress’ cz ‘Circulations and ‘Associated Busi- 
ness Papers, Inc. Largest net paid circulation in 
field, lowest advertising rate per thousand paid sub- 
bers. Operates completely equipped Experimental 
Bakery and Laboratory in New York headquarters 
with staff of full time chemists and expert bakers. 
Inquiries invited regarding industrial requirements 
and marketability of any product; reports submitted 
without obligation to manufacturers or 


Liquors and Wines 


MIDA’S CRIBERIO 

INCLUDING BOWNE’S Wines & SPIRITS 
Published by the Gillette Publishing Co., Daily 
News Bldg., Chicago. Served the liquor and wine 
trades for thirty-five years prior to Prohibition and 
was the undisputed leader in its field. Mr. Lee W. 
Mida, the son of the original founder, and for many 
years co-publisher with his ee is the present 
editor-in-chief. Assisting him are a number the 
both in this 


ooatey and abroad. 


D ge the liquor and 
wine field, including distilleries, wineries, import- 
ers, wholesale liquor and wine alete, and a sel 


ect 
list of outstanding retailers. The base 12 page rate 
- 1. 5; half page. 12 Cee, $70; quarter page, 12 
$40. ue to the ever- -increasing activity 
- of the trade rehabilitating plants, buy- 
ing old” stocks, equipment. supplies, etc., the 
lishers are furnishing advertisers with a weekly ti 
service advising of these activities. 


Lumber 


-y §- 


Breweries 


BREWERS JOURNAL—WESTERN BREWER 
{Metebiiched 1876), published by H. 
, 431 8 ep 8t. 1 nee til. A monthly 
journal devoted the brewing, bottling, malting 
-— allied industries. Published the fifteenth of each 
. Page size, 7x10 inches. tes: One 
age, one time, byt 12 times, $70; one-half page. 
e times, $40; ene-quarter page, one 
$25; one-eighth page, one 
Advertising copy 


Plates can be 
cies five days prior to publication date. 


f re- 


MODERN BREWERY 


ae eM monthly by Modern Brewery, Inc., 205 B. 
42nd St., New York City. Covers the entire’ brewing 
and allied industries. total monthly cievulotion 
of over 3,000. Publishing date first of each 
month. Type ee 2 Ls Rates, | pages within 
one year, total, $114 per page; 4 
Le ed a oan "aaa less than A. pages piss 

Advertising should be received 
ten to publication date Sask 
desired. 


THE BLACK DIAMOND 


A bi-weekly journal reaching all 4 of the 
coal — published Se dl Lares 45 
years at Chica, main Manhattan Building; 
branch’ offices, Whitehall Bidg., New York; Room 
innati. Its vigorous edi- 


time, $90; 26 
‘ire, $48; 26 times, 
$26; 26 times, 5 b 
Last forms close Tuesday = date of issue. 
Subscription price, $5 per year. 


Dental 


AMERICAN LUMBERMAN 


431 8S. Dearborn St., Chicago, Ill. Established 
1873. News of national scope embracing all branches 
of the lumber industry; primarily a principal's 
newspaper particularly edited for men who guide 
destinies of large enterprises. More than 100 paid 
correspondents located in the principal lumber pro- 
ducing and merhees centers supply late happen- 
ings each week. pecial features provide merchan- 
dising ideas, loctalenion at Washington, transporta- 
tion matters, markets and news regarding lumber- 
men and lumber concerns. Agency commission, 
15%, when complete plates are furnished, otherwise 
10% with 2% for cash. We invite inquiries for 
rates and surveys, 


Milk 


MILK PLANT MONTHLY 
327 S. La_ Salle St., Chicago. Covers 
industry. Read by milk plant owners, 
scientific and technical staff, managers, etc. - 
lished on the Sth. Forms close 15th, preceding. 
Type page size, 74x10. Subscription, $2. For- 
eign and Canada, $3. Member A. B. Agence: 
when bills ate paid in full by 


fluid milk 
executives, 


8 


commission, 15%, 

20th of billing month. One-time page rate, fa. 
half-page, $57; quarter-page, $35. elve times: 
page, $85; half-page, $45; quarter-page, $26. In- 
serts 90 one bege rate. Representatives 
New York and San Francisco. 


Non-Metallic Minerals and Products 


ROCK PRODUCTS 
330 8S. Wells St., Chicago. Devoted to the pro- 
duction of cement, lime, crushed stone, gypsum, 
phosphate, sand and vel and other rock products. 
Circulation covers 95% of the apa and Vo 


ing power of industry. Members A. B. C., 
A. B. P. Published monthly; issued 25th of month. 
8 lays preceding publication date. 


half-page. 
$80; quarter-page, $55; eighth-page, $35; one-time 
rates: page, $175; half-page, $95; quarter-page, $65; 
eighth-page, $40.” Rates ns covers, preferred posi- 


tions, inserts and color Loe gay New_York 
6 W. 45th 8t.; “Cleve , 850 Euclid 
Refrigeration 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 

212 E. Superior St., Chicago, Ill, is the Official 

Advertising Medium for dental products and has 


} largest paid circulation of any dental publica- 
Total circulation, 86,752. The Journal is 


fone the first of each month. Forms close first 
month prior to publication. Type page, 4%x7% 

inches. Yearly rates: One page, $112.20; half- Pegs. 

$67.15; quarter-page, $42.50; eighth-page, $28.9 


Grain and Feed 


GRAIN & FEED JOURNALS CONSOLIDATED 


332 S. La Salle St., Chicago. merger of Grain 
Dealers ey (established 1908); 
vator & Gra’ Trade (established 
World established 1926), and The 
Grain Reporter (established 1844). 
= = fourth Wednesdays of each month. 
close Saturday preceding publication date. 
Pad circulation exceeds 5,000; total, 6,000. op- 
erators of grain elevators, feed grinding and mixing 
plants, field see@ handling and processing plants. 
These fields are recognized as the largest users of 
complete elevating, conveying and er transmit- 
ting —— and all other equipment for the 
handling rocessing of grain field seeds and 
for the rinding "end mixing of feeds, 


Hotels 


THE HOTEL MONTHLY 

++ Deschagdion Mart, Chicago. Published bog 
Forms close 1st month. Type p 
$125; bait page, Pet0: 


10, « time page rate, 
12-time page, $100; half-page, 1360. Agency dis- 
count, 15%. Subscription, $1. Leading hotel tech- 


. Has held the confidence and respect 
of its fleld for 40 years. Read and kept for refer- 
ence by most of America’s leading hotel men. The 
subscribers represent a group directly responsible for 
pad spending of almest a — — yearly. Mem- 


. B. C. a B. Write for Audit Bu- 
reau of Circulations’’ statement. John Willy, Inc., 
publisher 
Industrial 


MANUFACTURERS RECORD 


Baltimore, Md. For 53 years South's leading in- 
dustrial, construction and business paper. er wr 
monthly 5th of each month. Forms close 
Dreceding. Type page, 7x10 inches. Financial and 
Special one-time advertisements, $150 a page. 
time nmi rate, $126; $96; 12-page 


rate, $11 commissions Subscription price, 
$2. pn a 7,488 copies monthly, of which 
85% ith. ches executives and operative 
officials of South’s important industrial, railroad 
financial, public utility, engineering and construc- 
rises, as well as public officials, — 

be —, contractors a oere in direc 
South's t activities. About 


qnarge of the mportan 

000 items are published annually in the Daily 

Gravee Bulletin, which is sent to regular ad- 

vertiaoee to help them develop Southern business and 
to subscribers, the annual Cebeorigtion price being 

ae. Member A, B. C. Branch offices: New York, 
Chica 
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ICE AND REFRIGERATION 


435 Waller Ave., New York office, 520 
Singer Bldg. Published monthly 
by Nickerson & Collins The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, 
storage, packing house and allied industries. 
e cial organ of 39 national, sectional 
state trade organizations. It circulates among plant 
owners, architects, consulting and 
operating engineers. 1 
preceding date of issue. One-page rate, $110; three- 
, $99; six- “pase, $93.50; 12-page, $82.50. Rates 
space used within 12 months. 
Type page, Tigx10% inches. Circulation sworn, 
net paid, 4,855. Subscription price, $3 per annum. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than double the volume of its nearest 


competitor. It is the Ka publication completely 
covering the highway ection and maintenance 
market. This $1,000, 000.0 000" market is now showing 
the quickest recovery. twice-a-week construc- 
tion reports published and sent to the advertisers 
of Roads and Streets tell the story and show con- 
struction equipment and material manufacturers 


where this money is being spent. Write for a 


sample copy of these construction reports. Gillette 
Publishing Company, 400 W. Madison St., Chi- 
cago, Ill. 

Seed 


SEED WORLD 
325 W. Huron St., Chicago, Ill. Consider the seed 
trade and associate lines, serving more than forty-one 
million customers, farmers and suburbanites. Seed 
World reaches retail, wholesale and mail order seed 
merchants. florists, nurserymen, hardware, drug and 
other dealer trade catering to agricultural and horti- 
cultural requirements. World reader survey 
shows this to be an annual hundred million dollar 
market. For illustration—fungicides and insecticides 
sales per year alone amount to $7,200,000. Publish- 
ing staff includes agricultural college graduates with 
U. 8S. Denartment of Agriculture training, and men 
of practical business experience in their regpective 
lines. Published every other Friday. Forms close 
Monday preceding. Type page, — One-time page 
rate, $110; 26 times, gency commission, 


15%. Subscription price, $2. Atvrite for sample 
copy, rate card, circulation statement and copy 
survey. Publish also annually Seed Trade Buyers’ 


Guide and Directory. 


Telephone 


TELEPHONY 


Published every week on Saturday by Telephony 
Publishing Corporation, 608 S. Dearborn St., Chi- 
cago, telephone Wabash 8604. Contains the tele- 
phone industry’s news and articles ond plant, traffic, 
commercial and engineering subjects. It is there- 
fore read with interest by everyone in the solemene 
business, including executives, managers, engineers, 
pleat men, ‘s 3 operators, wire chiefs and linemen. 
Type page, 7x10. Circu- 
868; inde- 


entary copy of ' Ra ey 
list of 


C) 
of material. fa. rates, 
breakdown circulation statement on 


So, come 


rectory, 
changes and b 


sample copy an 
request. 


April 2-4. National Association of 
Sheet Metal Workers, Netherland- 
Plaza Hotel, Cincinnati. W. C. 
Markle, 429 Fourth Avenue, Pitts- 
burgh, secretary. 


April 8-13. 11th Southern Textile 
Exposition, Greenville, S.C. 


April 24-25. National Metal Trades 
Association, Cleveland, O. Harvey S. 
Flynn, 122 S. Michigan Ave., Chi- 
cago, 


April 22-26. 31st Annual Knitting 
Arts Exposition under auspices Na- 
tional Association of Hosiery Man- 
ufacturers, Commercial Museum, Phil- 
adelphia. 


May 6-8. Master Boiler Makers’ As- 
sociation, Chicago. A. Stiglmeier, 29 
Parkwood St., Albany, N. Y. 


May 6-10. Water Works Manu- 
facturers Association, Netherland- 
Plaza Hotel, Cincinnati, O. John A. 
Kienle, 60 East 42nd St., New York. 


May 6-10. American Water Works 
Association, Cincinnati, 0. B. C. 
Little, 29 West 39th St., New York. 


May 22. Porcelain Enamel Insti- 
tute, Cleveland, O. K. Groener, 612 
N. Michigan Ave., Chicago. 


May 20-21. Annual Convention 
Heating, Piping & Air Conditioning 
Contractors National Association, Ho- 
tel Gibson, Cincinnati. 


May 20-23. National Association 
Purchasing Agents and Information 
Show, New York. G. A. Renard, 11 
Park Place, New York. 


June 46. National Warm Air 
Heating and Air Conditioning Asso- 
ciation at Deshler-Wallich Hotel, 
Columbus, O. Allen W. Williams, 
managing director, 50 Broad St., 
Columbus, O. 


June 24-28. 38th Annual Meeting 
American Society for Testing Mate- 


rials, Book-Cadillac Hotel, Detroit, 
Mich. 
June 24-28. Great Lakes Power 


Show and Mechanical Exposition, 
Buffalo, Cleveland, Detroit. Ernest 
H. Smith, 3910 Carnegie Ave., Cleve- 
land, O. 


Sept. 30-Oct. 4. American Society 
of Metals, Chicago. W. Eisenman, 
7016 Euclid Ave., Cleveland, O. 


Oct. 14-18. Midwest Engineering 
and Power Exposition, Chicago. G. 
Pfister, 1 N. La Salle St., Chicago. 


Analyzes the Shipping 
Industry Markets 


An outstanding piece of market 
information has been issued by 
Trafic World in a new 24-page book- 
let, “The Way to a Market,” a 
study of the industrial readers of 
the publication who as a group an- 
nually spend four billion dollars to 
pack, handle and ship merchandise 
and commodities worth more than 
25 billion dollars. 

The data presented reveals the 
enormous market for packing, mark- 
ing, delivery, storage, transportation 
and warehouse equipment, supplies 
and service in the field covered by 
the publication. All information was 
supplied by its subscribers in answer 
to a questionnaire. 


TELEPHONE ENGINEER 


Only monthly publication serving entire 
telephone industry. Wide-range editorial 
program devoted to management, engi- 
neering, maintenance, news and editorial 
discussion of state and national legislative 
affairs by a prominent Washington jour- 
nalist makes TELEPHONE ENGINEER the 
leader in “reader popularity.” 

An economical, 12-time advertising sched- 
ule in TELEPHONE ENGINEER gives ad- 
vertisers quality coverage of the gigantic 
telephone industry. 


Telephone Engineer Pub. Co. 
185 No. Wabash Chicago, Ill. 


105 Industrial Advertising Executives 
Board the Good Ship “N.I-A.A.” 


Fair winds and a pleasant, profitable cruise! 


You are going to be mighty glad—you 105 men who have signed on with the 
good ship, “N.LA.A.” since September . . . Especially if you are willing to 


give as well as take. 


Every Jack of us mans the ship. 
of us work together with a will; 


All of us tug away lustily at the ropes. All 
for we believe that not even a wealthy asso- 


ciation with a highly-paid staff of professional workers could yield the tangible 
benefits and advantages that we give one another. 


You don’t belong; you are interested; and you want to know what these “tan- 
gible benefits and advantages” are? 


Do this, then: Challenge us to tell you, in terms of your own interests, what a 


membership in the N.I.A.A. would mean to you and your company. 


Find out, 


as 104 other industrial advertising men have in the past six months, that the 
N.1.A.A. is not a mutual admiration society; that it does not exist for pride 
and pleasure; but that it exists and flourishes to help its members improve 


their workaday efforts. 


We're always at home to you—at the address below. Just lift the latchstring. 


National Industrial Advertisers Association, Inc. 
537 SOUTH DEARBORN STREET, CHICAGO, ILLINOIS 


CHAPTERS IN: 
BOSTON CHICAGO NEW YORK PHILADELPHIA ST. LOUIS 
CINCINNATI CLEVELAND MILWAUKEE PITTSBURGH 


THE ONLY NATIONAL COOPERATIVE ASSOCIATION FOR INDUSTRIAL ADVERTISING MEN 
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INDUSTRIAL MARKETING 


SECTION 


April 6, 1935 


SURVEY REVEALS 
- PREFERENCE FOR 
GROUP CATALOG 


Los Angeles, Cal., April 4.—Seek- 
ing to learn whether men who buy 
or influence the purchase of oil drill- 
ing equipment and tools prefer the 
BJ Catalog in an individual edition 
or included in the Gulf Publishing 
Company’s Composite Catalog, the 
Oil Tool Division of the Byron Jack- 
son Company conducted a_ world- 
wide survey among these purchasers. 
The results were quite interesting, 
according to Frank Champion, gen- 
eral sales manager. 

A total of 8,200 questionnaires, 
with enclosed business reply envel- 
opes, were sent to buyers of equip- 
ment in the drilling and producing 
branches of the petroleum industry 
in the United States and in all for- 
eign oil producing countries. 

Because of the remoteness of some 
of the addresses, replies are still 
coming in, although the survey was 
inaugurated some six months ago. 
However, more than 2,000 answers 


have been received to date, enough 
to serve as a guide, Mr. Champion 
believes. The replies have been seg- 
regated as follows: 989 preferred 
Byron Jackson’s BJ Catalog included 
in the Gulf Composite Catalog; 549 
desired an individually printed cata- 
log; while 136 expressed no prefer- 
ence, 

A complete analysis was made of 
the cost of producing an individual 
catalog, securing and maintaining a 
mailing list, and a detailed estimate 
was also made covering the total 
cost of the catalog and its distribu- 
tion, over a five-year period. The 
same analysis was made on the use 
of the Composite Catalog. 


Gives Superior Coverage 


The deciding factor was found to 
be the superior coverage of the buy- 
ing personnel of the petroleum indus- 
try by the Composite Catalog, accord- 
ing to Mr. Champion. A section of 
68 pages in red and black was there- 
fore purchased in this book. 

To take care of those who indi- 
cated a preference for a separate 
catalog, however, Byron Jackson had 
5,000 extra copies of this section 
printed, using a better grade of 
coated stock. One of these was for- 
warded to each buyer who preferred 
the separate catalog, the remainder 
being available for distribution 


among the rank and file of oil com- 
pany employes. 

All research in connection with the 
survey, as well as the preparation 
of the catalog section itself, was 
handled by the Theodore M. Martin 
Company, Huntington Park, Cal., in- 
dustrial advertising agent. 


Industrial 
Advertising 
Increase 12.7% 


Chicago, April 4.—Business papers 
for Marci continued their show of 
strength in advertising volume, with 
several units registering attractive 
gains. 

Fifty-four industrial papers car- 
ried 12.7 per cent more business 
for the month than they did last 
year. As a group, a gain of 1,812 
pages was reported for the first 
juarter, or an 18.5 per cent in- 
crease; 11,658 pages against 9,846 
in 1934. 

The trade group, represented by 
15 papers, carried 49 additional 
pages over March, 1934, issues, or a 
gain of 4.5 per cent. The increase 
for the quarter was 459 pages, the 
difference between 2,983 pages for 


“WV HAT DOES GRAY KNOW 


ABOUT SELLING IN THE 
INDUSTRIAL FIELD?...” 


The Many-Sided Electrical Industry, for example 


RACTICALLY every product of the elec- 
trical industry; even electrical household 


conveniences and table heating and cooking 


appliances, at some place where they pass from 
the manufacturer to ultimate user, engage the 
services of one or more technical intermediaries. 
From production to installation or purchase 
over the counter there is an interrelation of 
the light and power company, the manufac- 


else? 


turer’s representative, the electrical wholesaler, 


the electrical dealer, the electrical contractor 


and contractor dealer. 


Who are the outstanding representatives in 


Who have 


the field? 


Who have survived? 


the entree to the people who affect policies and 
who control buying power? 


What channels of distribution are best 
adapted for developing quick acceptance and 
speedy assimilation of new products? Why is 
an apparently air-tight program making good 
in twenty places and falling down somewhere 


Is the product bought for installation by it- 


self or is it a component of some complex me- 


chanical and electrical system? 
relation to the National electrical code? 


effort. 


What is its 


How will its installation and sale be affected 
by local inspection bureaus and local electrical 
rules and ordinances? 


All of these are matters of importance. They 
contrive to make the selling of electrical goods 
differ, to a large degree, from other products. 
A proper knowledge of and experience with 
these factors help mightily in the preparation 
of advertising and sales promotion designed 
to pave the way for or to back up direct selling 


We do not claim a degree of intelligence su- 
perior to that of the organizations making and 
selling these products. 
these matters are familiar to us. 
that years of experience and intimate contacts 
in the industry have provided us with a back- 
ground and a present status that should make 
us helpful to those who market electrical goods. 


But we do know that 
We do know 


RUSSELL T. GRAY, Inc. 


205 W. Wacker Drive, Chicago, IIl. 
Telephone CENtral 7750 


MARCH ADVERTISING VOLUME FOR INDUSTRIAL, 
TRADE AND CLASS PAPERS 


Unless otherwise noted, all publications are monthlies 


Industrial Group 


Pages 
1935 1934 
American Architect ...... 14 21 
American Builder & Build- 

OE. MI on nh0 40266 ae0 50 22 
American Machinist (bi-w) 150 127 
Architectural Forum ..... 68 40 
Architectural Record ..... 49. 41 
DSORTROGRMTS. oc cccccocsers 12 13 
Automotive Industries (w) 67 70 
Bakers’ Helper (bi-w).... 92 115 
Brewers Journal ......... 67 94 
Brick & Clay Record...... 14 16 
Bus Transportation .... 61 34 
Ceramic Industry ........ 23 21 
Chemical & Metallurgical 

OT er re 114 111 
ee ee 51 48 
Confectioners Journal..... 32 34 
Construction Methods..... 49 46 
CO is bb 6664400650408 90 78 
Electrical South .......... 28 20 
Electrical West .......... 21 21 
Electrical World (w)...... *305 118 
Engineering & Mining 

PEE SGveeoneoedsse >< 48 71 
Engineering News-Record 

Se cuadusknesaceeas sae 168 7183 
Factory Management & 

MaintOmAnce ......6..0- 110 103 
Food Industries .......... 58 54 
Heating, Piping & Air 

Perr ereee e 48 32 
Heating & Ventilating 

EE koeuckaecsecanas 25 21 
The Iron Age (w)........ 264 241 
pS eres 31 22 
eT eer Tee 111 90 
Marine Engineering & 

GONE AMD necccoccce 33 33 
Mass Transportation ..... 18 13 
eS are 82 60 
ETO Te 68 49 
National Petroleum News 

(OR eee rere 137 137 
National Provisioner (w). 127 119 
Oil & Gas Journal (w).... 165 169 
The Paper Industry....... 46 44 
Paper Trade Journal...... 92 T96 
sw. err 27 23 
. 2} ., Seeee 32 33 
PON Biase baacceevcnena 124 100 
Power Plant Engineering. 56 47 
, See x68 x77 
Railway Age (w)......... 173 148 


Pages 
935 1934 
Railway Purchases & 

DEE etsenoneschencedes 41 31 
Roads & Streets.......... 44 42 
MOG PROGUCS 2.00 cccccce 46 43 
Southern Power Journal... 31 21 
SD sncncenseosneree 133 104 
Telephone Engineer ...... 24 16 
oo... ee 136 109 
Waterworks & Sewerage.. 22 14 
Water Works Engineering 

Oe OOO ea 48 47 
The Wood-Worker........ 27 26 

, ewer ee eee y Pee 4,020 3,478 

Trade Group 

American Druggist ....... 85 88 
American Exporter........ 184 155 
Automobile Topics (w)... 48 44 
Automobile Trade Journal 65 54 
Boot & Shoe Recorder (w) 191 169 
Building Supply News.... 19 11 
Commercial Car Journal.. 58 25 
Domestic Engineering..... 70 59 
Farm Implement News.... 50 47 
Hardware Age (bi-w)..... 148 $162 
Jewelers’ Circular — Key- 

PGE. 6s sSa ees enees cadre 71 §70 
DD 9:4 6-004 02s tpteannees 101 80 
National Grocers Bulletin. 31 22 
Southern Automotive Jour- 

 ——Pereer ere rT rar Terre 56 47 
Southern Hardware....... 50 45 

.,. See eerererrcrry tra 1,227 1,078 

Class Group 

American Funeral Director 44 44 
Dental Gurvey .....ee+c0- 83 101 
Hospital Management..... 15 17 
BERGE DEORERET oc cccescice 24 26 
National Underwriter (w). 152 162 
Oral Hygiene .........0.- 109 106 
Traffic Werld (w)......-- V7 82 

arr ere 504 538 


*Includes special issue March 30. 
tFive issues in 1934. 

tThree issues in 1934. 
§Jewelers’ Circular only. 
xIncludes Metropolitan section. 


the period last year and 3,442 pages 
for the first three months of 1935, a 
16.3 per cent gain. 

Seven papers in the class group 
showed a loss of 34 pages for the 
month over a year ago. For the 
opening quarter, the business 
amounted to 1,448 pages against l1,- 
473 pages for the corresponding 
period of 1934, a drop of 25 pages. 


New T. A. A. Members 


New members admitted to the 
Technical Advertising Association of 
Boston include George T. Metcalf, 
Providence, R. I.; Wm. P. Dent, Mac- 
Rae’s Blue Book; Albert R. Keene, 
Pneumatic Scale Company, Norfolk 
Downs, Mass.; Bradley Baker, Fox- 
boro Company, Foxboro, Mass., and 
William H. Chase, Draper Corpora- 
tion, Hopedale, Mass. 


Building Fires Ginites Stiles 


Only editorial keenness in a magazine can 
bring normal reader interest to the sharp focus 
of burning intensity. Shrewd advertisers, 
seeing Mill & Factory set new circulation 
records in 1934, recognizing outstanding edi- 
torial leadership, are building fires under 
sales with this sharply focused reader interest. 


MILL® FACTORY J 


A CONOVER-MAST PUBLICATION 


205 E. 42nd St., New York City . . . 333 .N. Michigan Ave., Chicago 
(B-3103) 
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